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Roush Proofs 


It seems that saloons are not sup- 
osed to come back, but fortunately 
#he taverns will be in operation. A 
rose by any other name yields ample 
Bweetness. 
| , Jae ee 


Hereafter April 7 will go down in 
History along with July 4 and No- 
vember 11. And the celebration of 
Khe first momentous April 7 should 
iequal anything in the celebration line 
Isince 1919. 
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A favorite topic among the seri- 
lous minds of the business used to be, 
“What does the banker think of ad- 
‘vertising?” Now advertising men 
lare able to tell exactly what they 
think of bankers. 


> 


Advertising men’s opinion of banks 
jand bankers can safely be printed, 
ifor the most part, but when record- 
jing the ideas of Detroit advertising 
imen on this subject, it is well to use 


— paper. 
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| After a big company issues an un- 
favorable earnings statement, the 


sales and advertising executives read 


| their mail with their hats on. 
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Los Angeles is sending out re 
leases dealing with the studies which 
are to be made of the habits and pe- 
culiarities of the earthquake. As far 
as the L. A. boosters are concerned, 
it’s just one more celebrity in town. 
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The height of disillusionment— 


: seeing a published photograph of the 


owner of one of the advertised 
“salons” where youth and beauty are 
available at ten dollars a throw. 
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It is reported that advertising 
clubs are finding it more difficult to 
get speakers. The reason is that 
there are fewer business leaders who 
are willing to admit that they can 
still lead. 
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S. DeWitt Clough, who was adver- 
tising manager of the Abbott Labora- 
tories for a good many years, is now 
president of the company. The world 
is growing better. 
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If Horatio Alger, Jr., had had the 
facts about Mr. Clough in time, he 
would have written a story that 


' would have sent many an ambitious 


youth onward and upward by way of 
the advertising business. 
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Babe Ruth held out for weeks and 
finally got a $2,000 increase in salary 
over the original figure offered him, 
plus $100,000 worth of publicity. And 
in 1933 $2,000 is $2,000. 
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Things are rapidly getting back to 
normal. You can now order 100 
cigars by mail and “smoke one at 
our expense.” 
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President Roosevelt’s plan for re- 
forestation was probably not pro- 
posed for the purpose of enabling 
any defeated politicians to take to 


the tall timbers. 
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Copy Cus. 


LITTLE PLACED 
IN CHARGE OF 
COLGATE SALES 


Work in Foreign Fields Wins 
Promotion 


(Picture on Page 16) 

Chicago, March 23.— Appointment 
of E. H. Little as vice-president in 
charge of sales and advertising was 
one of the important changes made 
this week by Colgate-Palmolive-Peet 
Company as S. Bayard Colgate be- 
came president. Mr. Colgate, who 
has been a member of the executive 
committee, will make his headquar- 
ters in Chicago. 

Mr. Little succeeds Felix Lowy, 
long identified with the big company. 
Mr. Lowy is vice-president of the As- 
sociation of National Advertisers. 

It is understood Mr. Little’s official 
title will be vice-president in charge 
of merchandising, more accurately to 
indicate the scope of his work. 

C. S. Pearce, former president, be- 
comes chairman of the board, suc- 
ceeding A. W. Peet, who has been 
made honorary chairman. 

Other elections were announced as 
follows: 


Others Elected 

N. N. Dalton, executive vice-presi- 
dent; C. S. Dewey, vice-president in 
charge of finance; R. B. Colgate, vice- 
president in charge of research; A. J. 
Lansing, secretary; L. C. Proesch, 
treasurer; A. E. Johnston and H. E. 
Logan, assistant secretaries. 

Mr. Little has been identified with 
the company for more than twenty 
years. He started his business 
career as a salesman for the Palm- 
olive Company long before the mer- 
ger which combined that concern 
with the Colgate Company and Peet 
Brothers. 

He advanced steadily and eventu- 
ally was entrusted with supervision 
of the company’s foreign business. 
This work took him into every civi- 
lized country on the globe and gave 
him a remarkable grasp both of the 
ramifications of the company’s busi- 
ness and the requirements and psy- 
chology of consumers all over the 
world. 

The Colgate - Palmolive - Peet Com- 
pany was formed December 31, 1926, 
the merger exciting particular inter- 
est not only because of the size of 
the resulting corporation, but because 
of the age of the companies involved. 
The Colgate Company was founded in 
1806. It was more than a hundred 
years later, in 1908, that it incorpor- 
ated as a New Jersey concern. Peet 
Brothers was formed in 1872. 

Sales of the combined companies 
in 1926 amounted to $101,473,000. 
The peak was reached in 1928, with 
$104,534,000 and since that time sales 
have declined steadily, though no 
more than other companies in a com- 
parable class. 

In 1932, a new low of $67,714,000 
was reached, net income receding to 
$53,301. This compared with $7,598,- 
000 in 1931, when sales aggregated 
$89,844,000. 

In spite of the relatively poor 
showing in 1932, the company 
adopted the policy of maintaining 
dividends, paying preferred stock- 
holders $1,528,000 and common, $3,- 
480,000. 

The company has been a consistent 
advertiser for many years, the ac- 
count being handled by Lord & 
Thomas. 


Frigidaire 


Ready 


To Challenge with 
New Super-Models 


Dayton, O., March 23.—An inspired 
army of Frigidaire dealers took the 
field this week to await with what 
patience it could muster the dawn of 
March 27, when one of the most 
deadly advertising barrages in the 
history of this division of General 
Motors Corporation will test the 
theory that public buying power has 
undergone a renaissance. 

A nation-wide blast will bid this 
depression-weary public to wait for 
March 31 and the “amazing new 
Frigidaire that uses no more electric 
current than one ordinary lamp 
bulb,” with a price that is a “revela- 
tion.” 

Thus Frigidaire will make a pow- 
erful appeal to economy; while at the 
same time striving to shake the na- 
tion out of its penny-pinching mood, 
where this has not yet given way to 
new confidence. 

Frigidaire started its big push this 
week, with four sectional sales meet- 
ings, staged in the lavish style which 
has made dealers anxious to take 
time out to hob-nob with executives 
of the company. Frigidaire crews 
traveled with several cars full of 
stage settings. 

The new models were presented in- 
dividually in surroundings fit for 
precious jewels. Curtains swung aside 
as each new model noiselessly glided 
forward on the stage, to be met by 
the cheers of dealers. 


Use 700 Newspapers 


More than 700 newspapers and a 
substantial list of magazines will 
carry Frigidaire’s new bid for sales. 
Radio is missing from the picture for 
the first time in several years. More 
than 5,000 dealers will do more or 
less individual tie-up advertising. 

While Frigidaire will make refrig- 
eration history with a new small 
model priced at $96, plus freight and 
taxes, installation included, other 
“super models” range as high as 
$396. Dealers promised to sell as 
many of these as of the low-price 
boxes. 

Nevertheless, the Frigidaire re- 
frain will center about “the refrigera- 
tor that uses no more electric cur- 
rent than one ordinary electric light 


DISCUSS NEW THEME 


H. W. Newell, vice-president in 
charge of sales, holds the new com- 
pressor that makes it possible for 
Frigidaire to use “no more current 
than one ordinary electric light 
bulb,"’ while F. R. Pierce, sales man- 


ager, holds the bulb. 


bulb.” This theme will be dramatized 
not only in the publication advertis- 
ing but in window displays. 

A phantom bulb will be seen in the 
back of all pictured models. The 
window display also shows a glowing 
light held in the hand of a papier 
mache housekeeper, who stands lost 
in admiration as she contemplates 
the new models. 

As newspapers beat the Frigidaire 
tom-toms, this list of magazines will 
blossom forth with the same story: 
Better Homes & Gardens, Business 
Week, Collier’s, Fortune, Forbes’, 
Good Housekeeping, Saturday Even- 
ing Post, Time and Woman’s Home 
Companion, Four colors will be used 
in Collier’s and the Post. 


Other Papers on List 
In addition, special business dailies 
will be used in a number of cities, 
the list including such papers as the 
(Continued on Page 14) 


Last Minute News Flashes 


Appalachian Coals Organizes 


Cincinnati, 


O., March 24—James D. Francis, 


vice-president, Island 


Creek Coal Company, Huntington, W. Va., was elected president of Appa- 
lachian Coals, Inc., at the organization meeting held here yesterday and 
today following a supreme court decision allowing this organization to pro- 
ceed with its cooperative marketing plans. 

Other officers include H. N. Eaverson, Pittsburgh, chairman of the 
board; C. C. Dickinson, Charleston, W. Va., chairman of the marketing com- 
mittee; E. C. Mahan, Knoxville, Tenn., vice-president; and T. J. Davis, 


First National Bank, Cincinnati, treasurer. 


maintained here. 


Offices of the group will be 


Beer to Aid Refrigerator Manufacturers , 

York, Pa., March 24.—Potential new business to be garnered by the 
refrigerating machinery industry in the next three to five years because 
of the legalization of beer is estimated at more than $80,000,000 in a state 
ment issued by William Shipley, president, York Ice Machinery Corpora- 


tion, today. 


Pierce Resigns as D. M. A. A. Secretary 


Detroit, Mich., March 24.—Frank L. Pierce has resigned as executive 
secretary and treasurer of Direct Mail Advertising Association. Mayme L. 
Page, formerly assistant secretary, has been appointed secretary, and Paul 
S. Van Auken, convention manager, has assumed the duties of treasurer. 


BEER TO ADD 15 
TO 20 MILLIONS 
TO ADVERTISING 


Few Restrictions Are Placed 
on Copy 


New York, March 23.— Assuring 
advertising of additional revenue dur- 
ing the next 12 months estimated by 
leading brewers at from $15,000,000 
to $20,000,000, and more indirectly, 
H. R. 3341 legalizing 3.2 per cent beer 
enacted this week specifically per- 
mits the free advertising of lawful 
beverages and cancels the restriction 
regarding the use of the mails in- 
cluded in the 1917 prohibition legista- 
tion. State legislation promises to 
adopt the federal provision for adver- 
tising. 

As it is pointed out in a bulletin 
issued by the National Publishers As- 
sociation, however, there is still a 
guestion as to possible violation of 
laws in dry States in the sale of 
single copies by boys and newstands. 

“It will be remembered that a 
situation arose several years ago in 
regard to the single copy sale in anti- 
cigarette States of magazines carry- 
ing advertisements of cigarettes,” 
said the bulletin. 

“It is possible that this was finally 
settled by the decision of the Kansas 
Supreme Court in 1927 in the case 
of a local newspaper of that State 
which carried cigarette advertise- 
ments, the court holding that because 
of the necessary interstate character 
of even this local paper the ltaw for- 
bidding the carrying of cigarette ad- 
vertisements was unconstitutional. 


Would Be Permissible 


“Therefore, it might be held that 
because of the interstate character of 
magazines, which are permitted the 
use of the United States mails in 
carrying beer advertisements, such 
publications, although sold locally, 
could not be held in violation of dry 
state laws because they contain ad- 
vertisements of legal beer. 

“No definite advice can be given at 
this time as to the possibility of in- 
terference by dry State officials with 
single copy sales, but the best legal 
opinion we have been able to secure 
at this time is that it is safe for pub- 
lishers to go ahead, and it is hoped 
that prompt report will be made to 
this office of any adverse action along 
this line.” 

An informal opinion given today 
at the Post Office Department held 
that newspapers publishing beer and 
wine advertisements before midnight 
April 6 would be violating the law. 
It was emphasized, however, that 
there would not be a formal ruling 
unless a complaint was made to the 
department. 

Innocuous copy released during the 
week by a few brewers scattered 
throughout the country and coopera- 
tive advertisements published by the 
California Brewers Association passed 
unchallenged, but Puerto Rican 
breweries which advertised without 
restraint were cautioned about im- 
patience. 

If leading local brewers hold to 
their decision not to advertise in any 
fashion until their product goes on 
sale, beer copy may not appear here 
until late in April. Expert opinion 
at Albany said today that fully 30 
days will be required to enact legisla- 
tion and set up control machinery, 
predicting that state and municipal 
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police would be used to prevent the 
sale of beer until the State gave the 
word. 

Legislative leaders also intimated 
they would set a “deadline” for beer 
sale to prevent favored brewers and 
retailers from getting a head start 
on competitors. If control becomes a 
political matter, as appears likely, 
this would nullify the efforts of po- 
litical leaders to expedite the licenses 
of friends. 

Ohio brewers, confronted with the 
same sort of State legislative jam, 
have announced they would concen- 
trate on direct to consumer sales be- 
ginning April 7 and continuing until 
licensed outlets became available. 

New York brewers asked the legis- 
lature for a law limiting tax and 
licenses so that beer would be avail- 
able at five cents a glass und per- 
mitting beer to be sold in restau- 
rants, hotels, beer-gardens, clubs and 
retail stores, adding they had no in- 
terest in financing retailers. 


ae To Give Beer Away 


If the state legislature relents and 
passes an emergency bill to take care 
of the situation until control machin- 
ery can be set up, New Yorkers plan 
a gigantic celebration for midnight 
April 6. Some retail stores will open 
to serve free beer at that hour, the 
hotels will hold open house and the 
brewers will send horse-drawn beer 


trucks to Times Square to receive the 
cheers of the crowd. 

Modell’s sporting goods chain an- 
nounced it would give away 10,000 
bottles of beer at its stores “to en- 
courage the drinking of more beer 
in the home.” 

City relief heads, backed by the 
World-Telegram, are considering a 
new plan of work relief whereby 
thousands of unemployed will be put 
to work building large beer garden 
restaurants in city parks. 

The plan proposes the leasing of 
the gardens to concessionaires, who 
presumably would be required to 
select waiters and musicians from 
lists of those now receiving relief. 
Civic pride is being appealed to in 
support of the project, the sponsors 
promising to construct’ establish- 
ments which will make the city 
famous. 

Threats of new and _ intensified 
competition continued to plague 
legitimate brewers during the week. 
More than friendly interest on the 
part of malt magnates was discerned 
in the formation in New England of 
the Company of Amateur Brewers, 
“a secret society” of amateur brew- 
ers who have renewed their oath of 
loyalty to home brew. Said the sec- 
retary: 

“Our members, using our secret 
data avajlable to members only, can 
make, are making and will continue 


to make palatable, brilliant, good 
bodied beer of about 5 per cent—the 
beer that enables one to be a gentle- 
man, a scholar and, often, a god; the 
beer that inspires the ego, tickles the 
soul, routs the inhibitions; the beer 
that is full of the vigor, the joy, the 
gusto and the beauty of living.” 


Beer Barons Re-appear 


He was further of the opinion that 
too much publicity had been distrib- 
uted concerning the possibility of 
making a really fine brew under the 
restrictions contained in the new bill, 
holding that most of the good beers 
contained from 4.5 to 6.5 per cent of 
alcohol. 

A Hoboken beer baron also an- 
nounced his entry into the legitimate 
end of the business with Old Heidel- 
berg brew, which, so it is reported, 
has already been tested out satisfac- 
torily. He is planning to buy an 
hour on a powerful local station to 
feature German stein songs. 

Pretzel advertisers talked of get- 
ting together for an advertising cam- 
paign which would declaim the mer- 
its of pretzels with soup, oysters and 
fish, as well as beer. 

If that idea doesn’t carry, a leading 
individual manufacturer announced 
he would start out alone, not only 
to popularize these uses, but to tell 
how good pretzels are for weak stom- 
achs and bad dispositions and to 


nists 


_MILWAUKEE--AMERICA’S LIVEST MARKET 


—AND THE SEED WHICH FELL 
UPON THE GOOD SOIL 
BROUGHT FORTH GOOD FRUIT 


BEER STARTS MILWAUKEE BOOM 
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PLANT YOUR ADVERTISING SEEDS IN 


MILWAUKEE 


AMERICA’S RICHEST MARKET 


— FOR COMPLETE COVERAGE — 
Use outdoor poster advertising, a medium that reaches 
the largest number of buyers—in a BIG way—over and 
over again—at the smallest cost per thousand circulation. 


CREAM CITY OUTDOOR ADV. CO. 


300 N. Eighth St., Milwaukee, Wis. 


Send for our new quantity discount plan 


OFF WITH THE GUN 


Pabst Blue 


Yesterday's, Today's 
and Tomorrow's 
Standard of Quality 


v 


CITY ORDER DEPARTMENT 
PHONE MARQUETTE 4970 


This full page copy, set and wait- 
ing for the President to sign the 
beer bill, appeared in Milwaukee 
dailies Wednesday. 


identify his brand as a source of sup- 
ply for novelty shapes, such as flower 
designs, stars, goemetric and modern- 
istic patterns. 

New York brewers continue secre- 
tive about copy plans, but it is prob- 
able that the progress made in Ger- 
many since prohibition in this coun- 
try will be reflected in American copy 
slants. 

Plan New Process 


One such advancement is a process 
of preparing beer for bottling which 
makes pasteurization unnecessary. 
The beer is forced through thick 
fibre by great pressure which re- 
moves all yeast and bacteria, permit- 
ting the beer to be bottled without 
danger of fermentation and eliminat 
ing the cooked taste of pasteurized 
beer. 

In this connection, it is interesting 
to recall that in the pre-prohibition 
days when all beer was pasteurized, 
an American brewer based an extra- 
ordinarily successful advertising 
campaign on the fact that his brew 
was pasteurized. 

Another improvement is a mechan- 
ical method of aging beer by driving 
it in a sort of whirlpool over metal 
plates, thus removing the raw sub- 
stances by which un-aged beer can 
be detected. 

The Germans have also perfected 
a method of adding vitamins for 
which licenses have been issued in 
this country by the Vita Lux Com- 
pany. The process consists of the ex- 
traction of yeast and vitamins after 
the first fermentation. The yeast is 
then put through a colloid mill, and 
the vitamins are extracted in liquid 
form and replaced in the brew. 


Milwaukee Happy 


Milwaukee, Wis., March 22.—This 
was a sunny day in Milwaukee, in 
more ways than one. When the 
whistles blew loud and long at 1 
o’clock this afternoon the town knew 
that President Roosevelt had signed 
the bill amending the Volstead act, 
and that the beer that made Milwau- 
kee famous was once more to become 
a legal beverage. 

Citizens of Milwaukee, one of the 
great brewing centers of the country, 
were eager, enthusiastic and excited. 
The beer situation was almost the 
sole topic of conversation. The 
columns of the newspapers were 
filled with stories of breweries re- 
employing hundreds of men, of man- 
ufacturers of boxes, bottles and 
other supplies starting up full blast, 
and of retailers preparing for a rush 
of business. 

The Milwaukee Common Council 
has voted April 7 a half-holiday. 

There will be a big parade par- 
ticipated in by all of the breweries 
and their friends. It will wind up 
at the public auditorium, where old- 
fashioned hospitality, including beer 
and what goes with it, will be dis- 
pensed. It is intended that dignity 
and good cheer shall be combined in 
this celebration of the end of Vol- 
steadism. 

The actual signing of the beer bill 
was marked in dramatic style by the 
appearance of a full-page advertise- 
ment of Pabst Blue Ribbon in to- 
day’s Milwaukee Journal. The ad- 
vertisement, prepared in advance 
and held awaiting actual signature 


of the bill by the President, w, 
rushed to press as soon as the wo 
was flashed that the beer bill 
law. 

The same copy appears tomorro 
with the addition of color, in th 
Milwaukee Sentinel and Wescons 
News. 

Under the famous Pabst trade 
mark appeared these lines: 

“Pabst Blue Ribbon— 

“Yesterday’s, Today’s and Tomor. 
row’s Standard of Quality.” 

The telephone number of Pabst’; 
city order department was promi 
nently displayed. Pabst and the 
other leading Milwaukee brewer 
have been swamped with orders anj 
have been compelled to add to their 
telephone switchboard facilities. 

Pabst also claimed credit for the 
first beer broadcast when the Be) 
Bernie Blue Ribbon Malt program 
last night was devoted to boosting 
Pabst Blue Ribbon, without, how. 
ever, actually mentioning the word 
beer. Bernie played the musical hit, 
“My Cousin from Milwaukee,” an@ 
told his listeners that his Milwaukee 
cousins were getting busy. Station 
WTMJ, Milwaukee, has been added 
to the NBC chain over which the 
Bernie programs are broadcast. 


Store Ties Up 


The Boston Store, a leading Mil 
waukee department store, also took 
advantage of the signing of the beer 
bill by the President to release spe 
cial copy dealing with “Roosevelt 
and Action” and lauding the Presi- 
dent’s leadership. The copy ap 
peared in today’s Journal coincident 
with the appearance of the news of 
the signing of the bill at the White 
House. 

H. J. Fitzgerald, of the Cream City 
Outdoor Advertising Company, is one 
of the Milwaukee advertising execu 
tives who are willing to predict im 
mediate stimulation of business and 
buying as a result of the advent of 
legal beer. He cited numerous cases 
of local manufacturing plants resu 
ing rush operations because of or 
ders received as the direct result 
the brewers’ activities. Many of the 
latter withheld their purchases until 
the bill became law, and then put 
“Rush” tags on all of their orders. 

Milwaukee breweries have ab 
sorbed over 2,000 unemployed men. 
The Schlitz Brewing Company has 
named distributors for about 20 
states, while additional appointments 
will be made as other states repeal 
their dry laws. | 

The Wisconsin Refreshment Par 
lor Operators’ Association, newly or 
ganized group, has adopted a plat. 
form opposing sale of beer by drug 
stores, chain stores, grocery stores, 
and opposing legislation to give the 
big brewers power over saloon keep 
ers, or that will require beer to be 
sold at 5 cents a glass. i 

The Leideger Bill, governing the 
sale of beer, was introduced into the 
state assembly March 21. It prohi- 
bits use of “saloon” in advertising. 
Brewers and bottlers must identify 
their product on each bottle, barrel, 
keg or cask. / 


Bartenders Scarce 


Detroit, Mich., March 23. — Despite 
the almost universal reading of 
want-ads these days, not a single 
applicant answering the description, 
replied to this advertisement in De- 
troit newspapers, according to the 
advertiser: | 

“Old Time Saloon Keeper—Ger- 
man type, weight 250 pounds, mus 
tache. Must understand serving, 
cooling. One of the old-time boys.” 


Offer Service Bar 


Chicago, March 23.—Brunswick: 
Balke-Collender Company, once the 
largest manufacturer of mahogany 
bars, hopes to gain that distinction 
again. A trade paper campaign will 
feature its Moderne Service Fixture 
at $410. 

This copy will appear in the April 
issues of Hotel Management, Modern 
Brewery, Restaurant Management, 
Beer Merchandising, and Architec 
ture. It has already run in Club Man 
agement and Western Brewer. 

“Our display rooms have been 
thronged for a week,” said C. L 


Ellison, advertising manager, while 


pointing out that huge mirrors and 
brass rails are to be conspicuous by 
their absence in the modern drinking 
place. 
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oe Wien your selling picture doesn’t print in New 
to bel York, it’s generally the fault of the paper, the newspaper! The 
‘0 the! above was originally a sharp and clear air photo of the Coney 
entity] Island shore line and a good part of residential Brooklyn, 
biggest borough, home of 2,560,401 people, 616,875 
e a families, 377,965 News circulation. This diffuse and unrecog- 
n De} nizable coarse-screen reproduction might have been captioned, 
Ger «Moon Over Bali’, without exciting undue comment or 
boys.” doubt. The picture of what you have to sell, if displayed in 
swick: papers of inadequate circulation, suffers from just as severe 
nection lack of dots, is open to just as far-fetched and erroneous a 
caption! 


ment, In addressing New York’s closely-packed millions, your 


man 
= 


selling picture must be given all the dots possible. It must 
be a fine-screen job, else your idea and your product die 
before they can be identified in the big-city’s eternal busy-ness! 
The huge New York market is hell only to scattered adver- 
tising attacks, indifferent only to those who do not use a full 
mass movement on all fronts at once. And one medium can 
do it alone! 

The News, with over 1,400,000 circulation, provides 
sufficient dots to prove up your selling picture full-strength. 
It will make it print to two-thirds of the city’s families, two- 
fifths of those in the suburbs. At one time, in one paper, at one 
low cost you can so reproduce your selling picture that it 
sets up a healthy contagion of attention and interest, a happy 
epidemic of inquiries and purchases—the reward that awaits 
the advertiser who properly addresses the country’s first 


market! Decide! 


aye THE @ NEWS, NEW YORK'S PICTURE NEWSPAPER 


inking 
Tribune Tower, Chicago + Kohl Building, San Francisco + 220 EAST 42nd ST., NEW YORK 


— = 
—— eT _¥_$<$_$__ _ _ _ _ EEE i eh 
Wi : 
; * 9°08 +2 ad <' . Pao oe. yy Pa : yar Sees at . " aa 
een ree fl ” 
m4 gf r Ss oe “ % ae nel pero are YW Sere.* . ; i 
* ys «es oe A, ~ ni 
or ne ones Ayhy 0’ e's, Syne tote cee ls’p ee. e es ‘ 
i . Kr s 4 . nope, weatateters 
o dhe e° ea oF eo op? oceey °°. oue af yt * 2 5 8 ¥ ie °, a. wy @) ee >.°. mee ° * ne é 
Mor. ; o.°.°s! @.°.°s LP of. a 6 e ova? ee? wees . an . Rr . et ee nn ; 
e oe SR NP een ROAR Bee. Se ca a pe 7 
bst’ a ee ey fo Pap ae O08 fa%e a ep yy + comet arorer en ote overs OX Ota Re oeteee , 
oa my tae Prd AA os Pia ot, Spe BET oan BAA tA Pols Ce yon Pare 5 Nene Miter ctoesereetctateteneneteteene ? ss 
ta? fore *, wn ? As re A ‘s apo? ecce * ERDAS *etereee @ASe'e’ o° 08 .°.%ss a F ee 
ee yn ov . ae fg Pap ° ce GOs ¥ ° “ae ° oneer ete wotetetocnate et eeeae _— * ig 
Piss Bee e NE OE SES ROOT CEL re OER 4 
their oP v « » a aie Py sone. VALS ay a. Sfee Su P Fe, poet * Ss ee cecsiteretecee sceteeeteene ie a 4 
. a i Ry + a's oo? a o, 5 oes s <°, An m ‘3 @ “7. y. i ~~ e - eee , 34 ! “ ~ s mtPeresestatetatsecreneetstatatetenes a i i : 
the , ae Pe A ease Kote dehy on Kes tp aL PRR EI I Se 8 0” PO “s srocmgeatonetensnessctsteteneenmeeate® oe : Hens om 
nail es aie ae Os AS. ole ee co ns ree RS RDS ALLEL AREER LE eats 
gram, Sn oS Tee ‘= ORL « os ae wipe apna’ e dpe os Pn” nn eae aa” 8 peteteneatetenenettet pet aPae = ees 
sting ae Se Pens ok «, wots an Sy aa e CoRR oto aS ox “a @, “4 ae ae on RRR ts nas Fe i, ae 
tae Kee 6 © 6 Aone Paes = Re yey eae eS Ae. os Ow PS” ean ee eevee orenee ‘* i ‘ = 
word ie Pg . RAI ee an? Nay a wn i itigy, ‘ SPOS o #S.¢ a. Pe ee, a id CERO Pare ° soneiecastte aan a : Se 
; Set Me ‘. ed: We ARS SP Odeo e. . Pe 2, . ©.%.%e'e ” J e*e vere © °° s vote le"ee severe” . 2°. os ; fae 
a eee’ ER BER rs BS : oe 2 Soe ; “¢, ae? cea RRP ERS Ry brocecautetetonetoresteteteeenrees oe. ee 
and ae feu * oP IP 2 fOr pe : Be. re se a AK 7° a * . oe 86%. a Ad. prerare oe ete eee nt . i ee 
rt Loy ye PR ee ee et A Ae oe Yd oye ew o <He PP OF ee Se te ee 
ukee : a Whe Paste Los Cana ea i oa of « ~ ee en hfs a “" a.8,9 et eterere e or one et atetanee fovea Potato’ fee weterene, ‘ ste z ‘ 
a ac Saree Sig RY pe ee oe AP a ni Ady e Re a ot hal e* states 2? ony ey Ly ereree nent clone ee tatetetoneneetetet gt at a 
ation ad oes ous * “: Re, oe A od iM pp ASRS 2° te, “o. “ oetatereroneetse,® é: A Co cisteteteleleatatetenegearatenetenest a : 
dded rte RS Ss < ee aero a eA? ones r. Be I onion tatereneneres.*shg® A. sete oteretittenetonestatatananaepeests si pears: 
. the pos , ag teehee ° eae SNe Pat S,'. 4 oe . aretens aeerenes: ereceateteterenteesteterets poetics ee = { ee 
Stes para Sad in a Ko eteie ete ee yi give Pane ne . * ° orate sag i « orenes et - J rt a ir fi *. a sa A: 
ie ge me MO yl ah =)? FO ° AP ys to mor.” © Move, eters er ore 0 © 0.0, ° eens ee <7 
: ig ee: ~ io ACAD Rese Pe Le ee oe MRR RR NSPS + cs al a ie 
, 3 ae A id wee . ‘a *. OgF a” . o,°, ee ore. Se © poet Watatet onoseeee tata sneteenenttcecteererectatatatotererertseetetatahs i 3 pace 
oa | a : oR e re POC signi 7 St ° seateterertetatataterereetety rocpeertatatatererenscstateterereseatetatetenen teeta nA ‘= ns oe ie 
oa ths AP a ae a8 ' Pt . a, oe eee KEPPRA adn enenene tet gtonenteet st ctatoeststetatetates ones , Fate - me | | i : _ a 
beer ay is, sets ORI gene pws . 7 Sptennsate® [Y e eee ee bi OR ee 6 o.9,% 6° Pats" e eee atetate we wretereneatate *. Becca RRR 2 , 
} Spe i. 040. p . ‘ eta o le OR: o 0 68 nent ate” *ataterertetyterarerestetgtatae ‘ etateteressetote 2 a ye | 
evelt ee aa ae ae eae =,¢ « ue Sree . wren ecenentetetaterenteteteteteteeee “ste .’ aE PPTL ER EPL PERE SED secratatereee inn a ows 
ia Paap ORR cS EEE En sccicsyyy: il oo 
ap . ee xt « s e’e” o 8 e ceeetetererertateteteneneetetseaia pectatatonantecsteteteterstacteteteneertecstateteneneenrtetatetettees “oe oe peocectaners 7: 7 ° ae 
id e,° A) . . y . et ee ee ae veeeteteneretetstatatererertetatet ot aneeentetstagteteree a stators a ee mts 
7 is i mane RP Rt it 5 SR RRR RRR RRR REDRESS * Aa Beers 
Vhite hr . ne ‘ Rat Ra ee Seceteree. erenarenentgtet ener e cee tateterereeee hatchet ernest eeegtgtat . oitateretate Saeserate 2 Se or : . 
ae COO at ar, a seer ter renee ceecestenenenenenentanetetenen at eaeaatensneneneeteteeeeeeeg piitsesrctecoctan : ; 
; os Oe) woe ete rele setetere. rr tt ee Pe Pntateretoneseatetateteneee® on meiseatater ecsssstetehot °, | 
son RRR EAS RRR EER RR IDSC PSR Searstotessntnnat ; 
zoos oe Ohi. no NN PRR RR RP PRR RRR SIN HPS PRN Ran eonoe sehatsapane : 
xecu Se on sretereceatatetetentetel ele leeor iy oictetenesesteetatetaterentyteteterenseeststetetatatetecesta Pat) 4 fetes fares ates : 
oa ee Se ee ec ee tee a me ee a 
: Po — ee hte oe 7 a ee , Se nes a as rn ree ; i e she! me Hosea 4 Sarina 
a Cg ee en ee ee areas 
cases ’ Sen ee ae. a e siti 
su. O ” 
f or he fies 
ult a tile: 
f the 7 / Z 
until, r O F; 
1 pul “7 e 
= “ Seeks 
r has O sass 
nents | * 
epeal , | 
ly or ’ 
ay 
' "7 
a vanes 
- 
rod ern 
» Man : 
been’ 
Cc. L 
fee ei al o ae ote he wid te ase ares: Meagest pie Ms 7 ae Car ee ee eG a oe eee (ae 2 RR seat Po . RN egies ar eae : ie sea 7 cm res a cee.” az oy mee 
Ei acts wee [ee OS a i ce tiie eee bos 1 eee ee nage oe 
OMEN 9 ie ties ph? aa ae Ming mea) te Ag are AS go ti tS cea eB Rg oat Cos oe ea aS Phgtee ee) $ es icon PBT tn Sa ey a, ee te Ole arent 


4 


ADVERTISING AGE 


March 25, 19% March 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago 


New York Office, 330 W. 42nd St. 


Tel. HAR. 7504 
Tel. BRyant 9-6432 


G6. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


Advertising Representatives 
W. E. DUNSBY, Vice-President and Eastern Mgr., New York C. H. BOOTH, Chicago 


SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager; 
Bendix Bldg., Los Angeles, GORDON SIMPSON, Manager 


S. R. BERNSTEIN, 


Managing Editor 


MURRAY E. CRAIN and J. A. MARTZ, Associate Editors 
HAROLD MONAHAN, Eastern Editor 
Correspondents in All Principal Cities 


Vol. 4, No. 12 


MARCH 25, 1933 


5 Cents a Copy, $1 a Year 


Profits for Advertisers 


A general shake-up in manage- 
ment, involving sales and advertis- 
ing departments, has recently taken 
place in a company which is known 
as a large and successful advertiser, 
and which has been able over a pe- 
riod of years to obtain at least a fair 
share of the market for its kind of 
products. The reason generally as- 
signed for the sweeping changes 
‘which have taken place is the lack 
of profits earned in 1932, as com- 
pared with the relatively good show- 
ing made by competing companies. 

We believe that the dissatisfaction 
of stockholders and boards of direc- 
tors over large sales volume unac- 
companied by profits is often justi- 
fied. In many cases, of course, as 
in the meat packing industry, mail- 
order merchandising, etc., operating 
profits may be wiped out by inven- 
tory losses over which managements 
have comparatively little control. 

But when raw material markets 
are favorable, demand and consump- 
tion reasonably good, and public pre- 
ference obtained by advertising of 
quality products definitely estab- 
lished, stockholders have a right to 
complain when the annual reports of 
their executives show that a large 
volume of business was handled, but 
without net profits. 

There are two general groups of 
reasons for this result. One is price 
wars, such as the tire, cigarette, 
building material, oil and other in- 
dustries have engaged in from time 
to time, in which companies may be 
compelled to participate against their 
wills, because the industry as a 


whole has developed competitive 
conditions which make profitable 
price levels impossible. The other is 
the use of wasteful marketing prac- 
tices, in which the urge for volume 
is accompanied by all sorts of spe- 
cial deals and concessions, the trade 
loading up with merchandise at 
prices which do not yield a profit to 
the manufacturer. 

In the first case there is much to 
be said in extenuation of the main- 
tenance of prices at the competitive 
level established by the industry, 
even though these be unprofitable. 
The individual manufacturer must 
keep in line with the market estab- 
lished by competition, and often can- 
not avoid price reductions which are 
uneconomic. Sometimes they are the 
result of ruthless competitive meth- 
ods onthe part of certain leaders 
who perhaps hope to force some of 
their weaker competitors to the wall. 

In the second case there is little 
reason for the continuance of prac 
tices which are known to be waste- 
ful and unprofitable. This is espe- 
cially true in the case of a company 
which is an active advertiser, and 
which through consistent promotion 
has won a real public following. This 
preference is expressed in continued 
demand, at profitable price levels. 
The advertiser, in conditions like 
those which exist today, should be 
in a particularly strong position, be- 
cause of recognition by trade and 
public, to maintain profits in direct 


proportion to the volume of business. 


If this is not the case, explanations 
are in order. 


More Facts for Stockholders 


Under pressure of public opinion, 
the principal security exchanges are 
tightening up their rules to require 
‘that companies whose securities are 
listed by them submit reports of op- 
erations audited by independent ac- 
countants, in order to insure accur- 
ate, complete and unbiased state- 
ments of their financial condition and 
operating results. 

The demand for authenticated 
statements is the direct result of 
recent exposures of conditions in- 
volving large financial operations, in 
which the public was badly misled 
because statements issued by certain 
companies whose securities were 
offered for public subscription were 
incomplete in important particulars, 
‘or misstated important facts directly 
or by inference. 

There is no doubt that we are en- 
tering an era in which financial pub- 
licity of all kinds will come under 
closer scrutiny, by stockholders, cus- 


tomers and the general public, than 
was formerly the case. Financial 
statements, formerly considered dry 
reading, will be studied with keenest 
interest by all concerned. Conse- 
quently we may expect to see more 
statements of condition, like those of 
banks, insurance companies and in- 
dustrial concerns whose stocks are 
listed on the exchanges, published 
as advertising. Note the recent full- 
page newspaper advertisements of 
the Insurance Company of North 
America—a thoroughly impressive 
presentation and one calculated to 
win friends and policyholders. 

With stockholders of many large 
companies running into the hundreds 
of thousands, these institutions will 
have an added reason for advertis- 
ing. Stockholders are always inter- 
ested in reading the advertisements 
of their companies, dealing with pro- 
ducts, policies and financial condi- 
tion. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 473. The Fade-Out Zone. 
An exhaustive study of the circu- 


lation of national magazines, news- 
papers and radio in the rural mar- 
ket, which shows lack of coverage 
in this market by these media, with 
a consequent lopsided investment of 
advertising dollars in the urban cen- 
ters as compared with the rural mar- 
ket, which is said to account for 
more than 30 per cent of the total 
volume of retail sales. Published by 
The Country Home. 


No. 474. What 103 Wholesalers Say 
About Small Town Dealers and 
Business. 


“In your business are small town 
dealers doing relatively better, or 
worse, than city dealers?” was the 
question advertising salesmen of 
Capper Publications, which issued 
this report, asked of 103 wholesalers 
from New York to Oklahoma. Of 
these, 67 found the small town dealer 
doing better, 26 found no substan- 
tial difference, and 10 reported the 
city dealers ahead. 


No. 475. From Van-Dweller to Com- 
muter. 


Humorously, but none the less 
pointedly, House Beautiful presents 
in this brochure a comparison of the 
city dweller who lives mostly in a 
moving van and the solid, substantial 
suburbanite whose major care is for 
his home, and who is therefore a par- 
ticularly good prospect for numerous 
commodities which have little if any 
appeal to the apartment dweller. 


No. 476. Food and Grocery Sales in 

1932, 

A complete analysis by Grocery 
Trade News of the volume of busi- 
ness done in the food field during the 
past year, with much information on 
price trends, comparative positions 
of chains and independents, etc. 


No. 477. Summer Buyers. 

A booklet published by Tower 
Magazines which points out that 
since buyers of these magazines must 
be in retail centers in order to get 
their magazines, the advertiser is as- 
sured that his advertisement is be- 
ing read by “summer buyers.” 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
ished by The Courier Journal and 
Louisville Times. 


No. 446. The Shadow of a Man, 

“There was once a Sacred Number, 
and its name was LHighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 368. The Open Road for Boys 
Magazine Tells Its Story. 

This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 
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10: TIMING THE CALL 


—Ballyhoo. 


Voice of the Advertiser 


Gundlach Comments on 


Value of “Surveys” 


To the Editor: My attention has 
been called to an interesting item in 
ADVERTISING AGE, which I had over- 
looked. This quotes a report sub- 
mitted to a professor in one of Amer- 
ica’s leading schools of business, to- 
gether with the conclusion that “the 
left-hand page of a newspaper proved 
three times as effective as the right- 
hand page in capturing the initial 
attention of 4,400 New Yorkers.” 

The observer said he had spent 
many hours on subway and elevated 
trains, and waiting rooms of the 
Grand Central and Pennsylvania sta- 
tions, and counted those readers who 
opened their pages fully and had 
turned the pages fully; he says that 
observations obtained were tabulated 
in groups of 25 within each indi- 
vidual classification, as, for instance, 
25 observations of men reading tab- 
loids in trains. The observer com- 
ments on his chance method of tabu- 
lation as “more scientific’; there- 
upon, he reached his «‘conclusion” in 
favor of the left-hand page. 

Now then: if the left-hand page 
captures the initial attention of three 
times as many people as the right- 
hand page, then the identical copy 
on the identical offer, everything else 
being identical, will pull three times 
as much as the right-hand page. We 
know positively the first factor of all 
in advertising is the attention-get- 
ting. There is another factor, 
namely, attention value, and esti- 
mates of the latter are more com- 
plex; but the quantity of attention is 
in exact ratio to the quantity of final 
action obtained. 

On the basis of a count of some 27 
or 28 million coupons reported to us 
by advertisers in the course of the 
years, I make the statement that the 
conclusion reached by this observer 
is increased by approximately three- 
fold. In the first place, there is no 
generalization to be made as to left- 
hand and right-hand pages; there are 
too many different kinds of left-hand 
and of right-hand pages. In the 
second place, the right-hand page is 
probably slightly better than the left- 
hand page on an average, and dis- 
tinctly so in certain cases. 

The conclusion reached in this case 
is particularly interesting because it 
again proves, and this time in the 
most glaring fashion, the fallacy of 


“investigations.” Too many factors 
enter to make these conclusions safe, 
even if the observer, who is a human 
being himself, is most sincere and 
most careful in his observations. The 
acid test is the count of mailed re 
plies or, when obtainable, the count 
of the number of persons who call at 
a store specifically in response to a 
certain piece of copy. 
E. T. GUNDLACH, 
Gundlach Advertising Company, 
Chicago. 


Oh, Boy! and Was 
the Rep’s Face Red! 


To the Editor: An error on the 
part of the Chicago representative of 
an eastern daily recently gave an 
agency man a chance to see himself 
as others see him. 

This agency man had sent an in- 
sertion order to the newspaper for 
continuation of a schedule that had 
been running for some time. The 
order contained a slight error in the 
discount specified. 

The publisher sent the order to his 
Chicago special, who got in touch 


with the agency, which corrected the 
obvious clerical error, 

The special then wrote the agency 
man a letter thanking him for the 
business and for the courtesy of cor- 
recting the error, making it quite a 
flowery letter. i 

Next the special wrote to his boss 
as follows: “I think I have straight- 
ened out this outfit. These small 
agencies like to get in a bit of chisel- 
ing whenever they can,” and more to 
that effect. 

Then he mailed the “chiseling”’ let- 
ter to the agency man and the “thank 
you” letter to his boss. 

Feeling properly chagrined, the 
agency man returned the note to the 
special. “In this case I really was 
not guilty,” he said, “but I’m glad I 
gave the fellow a chance to make 
such a brave show to his boss.” 

CHIcaAGo, 
vvy 


It’s the Theme Song 


To the Editor: If the advertising 
agencies have as much appropriated! 
for the advertising of beer as they 
expect, many of them can sing 


“Happy Days Are Beer Again.” | 
A. THOMAS MARTIN, 
Rapid Copy Service Company, 
Chicago. 
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What Was the Trend of Spending 
in the Hard Boiled Year Just Past? 


Some of the New Spenders| What were the Depression-taught lessons 
in Liberty in 1932 and 1933 


Some of the New Spenders 
in Liberty in 1932 and 1933 


for the hard-boiled year to come? 


Change in Advertising Revenue Rank 
Among 13 Leading Magazines 
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‘COMIC STRIP’, 
OUTDOOR TEAMED 
FOR OIL BURNER 


Timken Finds Every Home 
* Owner a Prospect 


Chicago, March 23. — Convinced 
that every home owner, regardless of 
the size of his income or of his home, 
is an equally good prospect for a do- 
mestic oil heater, Timken Silent 
Automatic Company, Detroit, this 
week launched a spring advertising 
campaign which is unusual in sev- 
eralrespects. Henri, Hurst & McDon- 
ald, Chicago, is the agency in charge. 

The company, fortified by its find- 
ings that the owner of a small home 
who has a modest income is fre- 
quently a better prospect for an oil 
burner than the wealthier home 
owner who never sees his heating 
plant, has definitely broken with the 
tradition that its products can be 
sold only in “class” markets. 

This break from tradition is clearly 
shown by inclusion of outdoor post- 
ers in the campaign for the first time 
in the company’s history, and by 
adoption of the “comic strip” idea for 
newspaper copy. In adopting the 
“comic strip” idea the company and 
its agency believe that a precedent 
is being set not only for the advertis- 
ing of oil burners, but also for other 
products of high unit price—the use 
of a mass appeal for a class product. 


Cooperate With Dealers 


In eleven eastern cities in which 
direct factory branches are main- 
tained by Timken, newspaper adver- 
tising alone is being used, while in 
approximately 100 other cities, rang- 
ing westward to Omaha, Neb., a com- 
bination of newspaper and outdoor 
advertising is scheduled in coopera- 
tion with dealers. 

Initial copy in the drive, three col- 
umns by 200 lines, appeared March 
21 in Knickerbocker Press, Albany, 
N. Y.; Gazette, Schenectady, N. Y.; 
Boston Herald Traveler and Boston 
Globe; Hartford Times; New Haven 
Register; New York Herald Tribune 
and New York News; Brooklyn 
Fagle; Philadelphia Bulletin; Provi- 
dence Bulletin; Times, Pawtucket, 
R. I., and Standard Times & Mercury, 
New Bedford, Mass. 

Insertions of similar size and style 
will appear in some of these publica- 
tions once each week during the 
spring, while in others it will run 
every two weeks. 

For those cities in which factory 
branches are not maintained, the 
newspaper copy has been coordinated 
with outdoor effort, each market be- 
ing considered individually, the fre- 
quency of newspaper insertions and 
the extent of outdoor showings being 
determined by the sales potential of 
the market and by conditions peculiar 
to that market. 

Although campaigns at dealer 
points are in the nature of coopera- 
tive effort, the selection of media, the 
copy, and the dates of insertion are 
controlled entirely by the company’s 
agency, which has gone to unusual 
lengths to fit each campaign to the 
needs of the local dealer, whose sales 
efforts will also be backed up by di- 
rect mail and window displays. 


Uses Comic Strip 


Newspaper copy carries the 
“elapsed time comic strip” which 
has been used frequently by makers 
of soaps, tooth pastes, cleaning 
agents, etc., and shows numerous 
home heating problems being solved 
by the installation of a Timken Silent 
Automatic, while copy emphasizes 
the low fuel cost and the other ad- 
vantages of the burner, and urges 
readers to get complete details from 
the local dealer, whose name is 
given. 

The outdoor showings, placed 
through National Outdoor Advertis- 
ing Bureau, are of the conventional 
pictorial type, and are designed to per- 
form the dual function of disclosing 
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strip" idea which Timken Silent Au- 

tomatic is running in newspapers as 
part of its spring drive. 


the merits of the company’s product, 
and of impressing the name of the 
local dealer upon the community. 

Tieing up with the campaign, the 
company has announced a sales con- 
test with free all-expense trips to A 
Century of Progress and the Ameri- 
ean Oil Burner Association conven- 
tion in Chicago June 15-18 as rewards 
for 100 men in the organization who 
exceed their quotas by the largest 
margins in the first five months of 
the year. 

As at the annual meetings of the 
company’s “Quota Club,” no effort to 
transact business of any kind will be 
made during this trip, all of the time 
being left free for entertainment and 
recreation. 


Secrecy Is Out 
For Investment 


Copy, Says Lord 


New York, March 23.—Disagreeing 
with the view of investment bankers 
that Main Street trusts Wall Street 
only when its hands are tied, Andrew 
J. Lord, of Lord, Abbott & Co., told 
the New York Financial Advertisers 
Association Tuesday that the public 
now expects investment houses to 
operate in the open, publishing fully 
details of their operations even to 
sponsor’s profit involved. 

He predicted growing importance 
in the new system of distributing se- 
curities for the investment trust and 
the investment counsel, the latter 
being a professional man who serves 
the individual investor on a fee basis. 

“Secrecy is no longer a sales ad- 
vantage in the marketing of securi- 
ties,” he said. 


Must Have Good Product 


“Hereafter, security advertising 
must be in behalf of a good product. 
Money spent in advertising an ill- 
begotten security will be much more 
apt to be wasted money. 

“Advertising must sell more than 
securities. It must sell the good faith, 
character and soundness of originat- 
ing houses. As a corollary, publica- 
tions must exercise good judgment in 
admitting financial advertising. 

“Advertising is always most effec- 
tive when it is the mouthpiece of a 
firm with something to say. I wonder 
how many advertising men think of 
an advertisement as a sponsored 
news item, written frankly from the 
viewpoint of the subject of the item. 
With an increasing tendency towards 
candor in business, I foresee an in- 
creasing usefulness for this type of 
security advertising.” 


APPEAL TO CHILD 
BOOSTS THE SALE 
OF TYPEWRITERS 


“Discarding Rules” Called 
Best Plan 


New York, March 23.—While many 
typewriter retailers are drifting in 
a dead calm, the Walter Drey Or- 
ganization, local direct-selling dis- 
tributor of the Remington Monarch, 
is selling over 1,000 machines a 
month by appealing first to the 
child’s interest in play and then to 
the parent’s interest in education. 

Mr. Drey entered the typewriter 
field inexperienced eight months ago. 
If there is a secret of his success, it 
is that he has freed himself of the 
handicap of formal sales plans. This 
is also his explanation for the com- 
parative failure of the “Walter Drey 
plan” as recently applied on a na- 
tional scale by Remington Rand, Inc., 
manufacturer of the Monarch. 

“Forget plans, no matter how per- 
fect theoretically, go to the consumer 
to find out why and how he will buy 
your product and sell him that way,” 
is his formula. 

Mr. Drey’s disrespect for plans was 
manifested within a few days after 
he accepted the Monarch franchise. 
At that time two prominent educa- 
tors retained by the Typewriter Edu- 
cational Research Bureau, co-opera- 
tively supported by leading type- 
writer companies, had just published 
a two-year study of the educational 
influences of the typewriter in the 
elementary school classroom. 


An Educational Aid 


The report proved the typewriter 
an important educational aid to 
pupils aged six to fourteen. The 
typewriter companies brought out 
new models designed and priced for 
the juvenile market, addressed ad- 
vertising campaigns to parents of 
young children and encouraged re- 
tailers to follow up with direct sell- 
ing campaigns to parents. 

Like other retailers, Mr. Drey ac- 
cepted the premise that this appeal 
would be irresistible to parents of 
average means, but changed his mind 
in less than a week, when he found 
parents quick to grant the educa- 
tional importance of the typewriter 
but unwilling to buy one “just now.” 

His present methods were reached 
by an extraordinarily flexible process 
of evolution which began with part 
sponsorship of an established juve- 
nile radio feature, “Cowboy Tom’s 
Roundup.” 

The program, which already had a 
huge following of children interested 
in cowboys and Indians, is now being 
reshaped into Cowboy Tom’s Roundup 
and Walter Drey’s Wigwam. Listen- 
ers are invited to apply for member- 
ship in Cowboy Tom’s Roundup. 

The membership cards are deliv- 
ered by salesmen who ask for the 
child and introduce themselves as 
cowboy or cowgirl so-and-so from 
Cowboy Tom’s Roundup, which fas- 
cinates the youngsters right from the 
start. They invite the child, together 
with his young brothers and sisters 
and one parent, to a free show Sat- 
urday afternoon at Walter Drey’s 
Wigwam, to be entertained by real 
Indians and cowboys, to participate 
in games and contests and to receive 
lessons in archery, sign language and 
nature craft. 

Parents Ignored 

The pass for the show is made out 
to the child and states the price of 
admissions should the youthful pros- 
pect desire to bring others not cov- 
ered by the pass. The parent is 
ignored until the child is made to 
want the machine, which usually 
doesn’t take very long. 

The salesman makes out the pass 
on the machine, mentioning as he 
takes off the cover that it is the 
same model that Cowboy Tom uses 
and praises. Mention of his hero’s 
interest in the machine is all that is 
necessary to rivet the child’s atten- 
tion to it. 

As the pass is being made out, the 


salesman steers the conversation to 
spelling and when he has finished in- 
vites the child to combine a trial of 
the machine with a spelling test. 
After the child spells two or three 
easy words, the salesman suggests 
one advanced for the youngster’s age, 
“Wisconsin” being the favorite for 
first and second graders. 

After the child admits he can’t 
spell the difficult word, the salesman 
writes it for him and tells him to 
copy it on the machine several times. 
At this juncture, the parent is 
brought into the picture for the first 
time, the salesman in an aside ask- 
ing her to observe little Johnny’s 
concentration. 

When he thinks the child has writ- 
ten the word until it is memorized, 
the salesman inserts a fresh sheet of 
paper and asks the child to write the 
word from memory, glances signifi- 
cantly at the parent when the child 
does so, picks up the typewriter and 
departs, assuring the youngster that 
he will be waiting to welcome him 
and introduce him to the cowboys 
and Indians on Saturday. 


Cards Given Out 


After the show on Saturday, lead 
cards are handed out to all the chil- 
dren present. A typical one is illus- 
trated with photographs of two In- 
dian chiefs, bears a story told in 
Indian sign language which is ex- 
plained in the current issue of 
Walter Drey’s Wigwam Magazine, 
and offers to send the magazine, to- 
gether with information on how to 
buy the Monarch for only ten cents 
a day, to any child interested. 

After this point, there is no stand- 
ardized selling procedure. If the 
child displays keen interest in the 
cowboys and Indians, the fact that 
purchase of a Monarch is the only 
way to obtain membership in Walter 
Drey’s Wigwam is stressed. If this 
interest is lacking, the salesman 
builds on the child’s interest in the 
machine and enlists the support of 
the parent when she indicates her 
appreciation of the machine’s educa- 
tional advantages. 

In most instances, the child is all 
for joining Walter Drey’s Wigwam 
and brings terrific pressure to bear 
on its parents to make the $5 down 
payment on the machine which is 
also the initiation fee. The monthly 
dues of $3 also cover the _ instal- 
ments, and when a total of $41.50 is 
paid in, the full purchase price of 
the machine on a time basis, the 
child becomes a paid-up life mem- 
ber. 

Membership entitles the child to 
admission to Saturday morning meet- 
ings at the Wigwam where the cow- 
boys and Indians direct activities, 
participation in games and contests 
for which cash prizes are awarded 
and a large, handsome certificate of 
membership suitable for framing. 


Organize Own Wigwams 


A member can also organize his 
own local wigwam when he enrolls 
10 members, i. e., sells 10 machines 
to playmates. For this he receives 
a cash award of $5 and the title 
of Chief. 

Renigs have been practically nil, 
despite the fact that all sales activ- 
ity is aimed directly at poor families, 
as default means giving up member- 
ship in the Wigwam and to do so 
would break the heart of most mem- 
bers. The monthly contests, chiefly 
for compositions written on the Mon- 
arch, for which cash prizes are 
awarded, help to keep up the inter- 
est of the membership. 

Mr. Drey calls his Wigwam pro- 
gram “the consolidation of a child 
market,” implying that Wigwam 
members will soon be interested in 
other products, as well as typewrit- 
ers. The entertainment he sponsors 
has achieved wide approval as a 
wholesome recreation for children, 
and he has been invited to put on 
the show in neighborhood theaters, 
churches and public schools. He ac- 
cepts the invitations where the audi- 
ence will be large and limits commer- 
cial activity strictly to the passing 
out of lead cards after the show. 


Moore Leaves Keystone 


W. Calver Moore has resigned as 
vice-president and general manager 
of Keystone Publishing Company, 
Philadelphia, publisher of The Key- 
stone, jewelry paper. Mr. Moore spent 
twelve years with Keystone. 
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BiG MARKETS with modern equipment 


| “The small business can bag 
| DANGEROUS BUSINESS 62 be snp repunrenl 
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That neglect of modern methods is 
"dangerous business” is the key. 
note of current Addressograp 
Multigraph advertisements, _ pre- 
pared by Reincke-Ellis-Younggreen 
& Finn. Each advertisement is illus- 
trated by a photograph of a busi- 
ness scene, and the drawing of a 


dangerous situation which is tied in 
with copy and headline. 


MARKETING TO 
CHANGE LITTLE, 
WELD BELIEVES 


Philadelphia, March 25.—No revo- 
lutionary changes in marketing com- 
parable to those of the past decade, 
are foreseen during the next few 
years by L. D. H. Weld, director of 
research, McCann-Erickson, Inc., New 
York, who addressed the Wharton 
School of Finance last night. 

In general, he predicted a con- 
tinuation of the tendency toward in- 
tegration, whereby manufacturers 
undertake wholesale functions and 
retail chains acquire wholesale units. 
The recent increase in business 
placed through wholesalers is due, 
he believes, to depression conditions, 


which have encouraged manufac- 
turers to discontinue branch houses} 
in low quota territories. Enumerat-) 
ing developments which will prob- 
ably take place gradually, he said: 
“There will be a further develop- 
ment of large scale marketing 
brought about by mergers, growth of 
individual producers and develop- 
ment of retail chains and voluntaries. 
“There will probably be more co- 
operative and contractual tie-ups be-| 
tween manufacturers and wholesalers 
who will be given exclusive terri- 
torial franchises, as well as between 
manufacturers and retail chains. 
“There will undoubtedly be greater 
mechanization of marketing through 
the use of more mechanical devices, 
through more reliance on advertising! 
and through the method of letting 
the customer select his own mer- 
chandise. i 
“The principle of selective selling 
is bound to be used more and more. 
“The wholesaler will be permanent, 
and important. There will always. 
be thousands of small manufacturers 
who cannot afford sales organiza-, 
tions necessary to reach retailers 
and there will always be hundreds 
of thousands of small retailers to 
whom manufacturers cannot afford 
to sell. 


tions will make for economy, but 
there is little chance that the spread 
between producer’s price and con-, 
sumer’s price will be substantially 
reduced.” 

Dr. Weld said he was encouraged 
by the recent decision of the United} 
States Supreme Court, which found) 
that the cooperative selling agency 
planned by Appalachian Coals, Inc., 
would not be prohibited by the Sher-' 
man Anti-Trust Law, to hope that) 
legal means could and would be de- 
vised to control production, provided 
unreasonable prices do not result, 
and thus prevent ruinous price com- 
petition. 


“Simplification of marketing func-* 
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Collier’s is the magazine of today and to- 


morrow—recognizing and reflecting the 
rapid change in American thinking. 


And American thinking is quick thinking. 
Issues of tremendous significance are 
before the country. They must be under- 


stood, met, settled. 


Collier’s investigates, studies and presents 


these issues clearly and emphatically to 


its readers with definite recommendations 


| for action. 


In its editorials, articles and fiction Collier’s 


In Collier’s a new leader has appeared among 
magazines—a leader, designated as such by a 
modern-minded American public. 

THE CROWELL PUBLISHING COMPANY 


is characterized by speed and action rather 
than the mere literary entertainment of 


many words. 


It is because of these facts that Collier's is 
read today with an intensity of interest that 
has no parallel among publications of large 


circulations. 


This is why Collier’s appeals to the alert, 
young-minded people of America. 


And this is why Collier’s offers to the 
advertiser the key publication to influence 


American buying. 
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Firestone Publishes 
Book on Its Industry 


The radio talks on “The Romance 
of the Rubber Industry,” by Harvey 
S. Firestone, Jr., which were de- 
livered on the Firestone Tire & Rub- 
ber Company’s NBC programs last 
year, have been published in a 127- 
page booklet. 

The booklet is distributed to educa- 
tional institutions and to consumers 
requesting them through Firestone 
dealers. 


G-E Declares Moratorium 


on Summer Instalments 


The Air Conditioning Department 
of the General Electric Company, 
New York, will suspend summer in- 
stalments on its oil furnace as an ex- 
periment to maintain sales activity 
at an even level the year round. 

On purchases made after March 20 
only a small down payment will be 
required and the monthly payments 
will start in the fall. 


Appoints L. H. Hartman 


V. Vivaudou, Inc., New York, has 
appointed L. H. Hartman Company, 
New York, for Vivaudou, Djer Kiss, 
Melba and Delettrez. 


Leonard Cuts Prices 


Prices on all models have been re- 
duced by Leonard Refrigerator Com- 
pany, Detroit. The lowest cost model 
is now $97 installed, plus freight. 


FAMOUS CHOIR 
HELPS ARMOUR 
EASTER DRIVE 


Chicago, March 23.—Armour & Co. 
have launched their annual Easter 
campaign in an effort to make 
Armour’s Fixed Flavor Ham _ the 
piece de resistance on Easter dinner 
tables throughout the land. Ham 
has become almost as popular at 
Easter as turkey is at Thanksgiving, 
though the experts disagree as to 
whether this is cause or effect. 

More than 300 newspapers will tell 
housewives of “a de luxe dinner at 
small cost” in copy running from 399 
to 429 lines. An even larger number 
carried smaller copy announcing the 
premier appearance of Phil Baker 
last week on Armour Radio Hour. 

The next radio advertisement will 
be a reader telling of a mysterious 
radio voice which interrupts Baker 
at every performance. This is the 
radio version of the voice in the box 
which became famous wherever 
Baker worked in a theater. 

The National Broadcasting Com- 


pany had to do some tinkering to get 
the desired effect. Baker’s stooge is 
not in the studio with the star, but 
in another near-by and his interrup- 
tion of the program is made possible 
by rebroadcasting. The eerie effects 
have intrigued radio audiences 
greatly. 


Has Religious Service 


The Baker program will be dropped 
for Good Friday, April 14, when 
Armour will repeat a religious pro- 
gram which has become an annual 
fixture and which is believed to have 
created one of the greatest audiences 
built up by any radio advertiser. Ad- 
vertising on this program, featuring 
a famous choir, is confined to the 
bare statement that Armour is the 
sponsor. 

Over 3,100 twenty-four sheet post- 
ers also carry the Armour Easter 
story, while an unusual variety of 
dealer helps have been developed, to 
give stores a holiday atmosphere. 

One unusual feature is the use of 
recipe books imprinted with the deal- 
er’s name. They have made a strong 
appeal to better class stores. 

N. W. Ayer & Son handle the 
Armour account. 


“Real Estate” Moves 


Real Estate has moved from 228 
N. LaSalle Street to 32 W. Randolph 
Street, Chicago. 


ING-RICH 


ENAMELED SIGNS 


Put yourself in the place of the man on the 
street to whom you address your national ad- 
vertising. Suppose you have sold him on the 
advantages of your client’s product ... he 
wants to buy the product. Where can he buy 
it... whosells it. . . are questions that im- 
mediately arise in his mind. An Ing-Rich 
Enameled Sign will show him the way. Here is 
the vital gap that can be bridged most effective- 
ly with everlasting Ing-Rich Enameled Signs. 
They ‘‘get their man’”’ at the point of sale and 
they form a perfect tieup to your advertising 
whether it be national or restricted. May we 
send you a copy of our booklet — ‘‘Fadeless 


Publicity’’? 


INGRAM-RICHARDSON MANUFACTURING COMPANY 


BEAVER FALLS: 


PENNA. 


Judge Votes for 
Truthful Publicity 


Louisville, Ky., March 23.— 
J. I. Morrison, who interpreted 
a grocer’s sign literally, was 
discharged when charged with 
larceny in a Louisville court. 

A sign on a barrel of canned 
goods in a store of Great Atlan- 
tic & Pacific Tea Company, 
said: “Help Yourself—Five 
Cents.” 

Morrison filled a sack and 
proffered a nickel in payment. 
The following morning, Judge 
Starck discharged the defend- 
ant and admonished the arrest- 
ing officers. 


Introduce New 


Coca-Cola Copy 
On Grand Scale 


Atlanta, Ga., March 22.—Breaking 
away from the theme which has fea- 
tured its advertising in the past, Coca- 
Cola Company last week launched a 
new copy theme in national maga- 
zines, with outdoor posters to carry 
out the same theme beginning 
April 1. 

Designed to show how Coca-Cola 
“fits into the lives of millions,” the 
new publication copy stresses the 
slogan, “Refresh Yourself — Bounce 
Back to Normal,” while outdoor show- 
ings impress the same message, show- 
ing Coca-Cola as a partner of good 
work, and as a beverage belonging in 
the home, equally delicious by itself 
or with food. Initial publication copy 
in the campaign was reproduced in 
the March 18 issue of ADVERTISING 
AGE. 

Media which are carrying the full- 
page copy in the new campaign in- 
clude Saturday Evening Post, Lib- 
erty, Collier’s, Time, The American 
Weekly, Ladies’ Home Journal, Mc- 
Call’s, National Geographic, The New 
Yorker, True Story, Hearst’s Inter- 
national-Cosmopolitan, American 
Magazine, Boy’s Life, Vogue, Chris- 
tian Herald, and Harper’s Bazaar. 

Monthly outdoor showings will be 
used in approximately 6,000 cities 
and towns, practically a national cov- 
erage. 

D’Arcy Advertising Company, St. 
Louis, is the Coca-Cola agency. 


Sales Executives 
Re-elect Allen Zoll 


Allen Zoll, sales counsel, has been 
re-elected president of the Sales Ex- 
ecutives Club of New York. Other 
officers: 

George Small, eastern manager, 
Literary Digest, vice-president; I. S. 
Randall, sales manager, Frosted 
Foods Division, General Foods Cor- 
poration, second vice-president; 
James M. Thornton, sales manager, 
Holland House Coffee, secretary; J. 
F. Kane, merchandise counsel, treas- 
urer. 

Directors comprise Dr. Paul H. 
Nystrom, professor of marketing, Co- 
lumbia University; A. C. Monagle, 
vice-president and general sales man- 
ager, Standard Brands, Inc.; R. H. 
Woodford, sales manager, Mennen 
Company; Wm. J. Moll, vice-president 
and general manager, Gardner Ad- 
vertising Company; 

Wm. H. Ensign, assistant sales 
manager, Columbia Broadcasting 
Company; Ray Giles, partner, Black- 
man Company; Arthur Price, sales 
promotion manager, New York 
Herald Tribune; F. Gladden Searle, 
manager of sales, Continental Can 
Company; Samuel G. Siver, sales 
manager, Kent Company; Stephen 
Mambert, management engineer. 


Continental Appoints 


Continental Automobile Company, 
Detroit, has appointed Foreign Ad- 
vertising and Service Bureau, Inc., 
New York, to direct foreign adver- 
tising. A world-wide campaign will 
shortly be released to newspapers 
and magazines. 


Canada Hobbles Radio 


With other regulations to be issued 
early in April, the Canadian Radio 
Commission will limit advertising to 
45 seconds in 15 minutes, or three 


times to the hour. 


RADIO CONTEST 
FOR CHEVROLET 


Detroit, Mich., March 23.—With a 
preliminary announcement over the 
air tomorrow night, Chevrolet Motor 
Company will launch a radio contest, 
starting April 1, in which it wil 
give away a car a day for 30 days for 
the best answers to the question, 
“Why I like a Chevrolet Six.” 

Each entrant will be asked to take 
a ride in a new Chevrolet at any 
authorized salesroom, and then, on a 
form procured there, submit his rea- 
sons to the company. 

The plan is to allow each contest- 
ant an opportunity to win a car on 
the day his reply is received and, 
should he be unsuccessful on that 
particular day, to judge his answer, 
together with the new ones received, 
on each succeeding day of the con- 
test. Each entry, according to Camp- 
bell-Ewald Company, the agency in 
charge, will, by this arrangement, 
have thirty chances of winning. 

Promotion of the contest will be 
carried on by announcements during 
the regular Chevrolet radio hours, 
and by individual dealer efforts. An 
extensive dealer prospect list is ex- 
pected to result from the competition. 

Judges will be Thomas P. Henry, 
president of the American Auto- 
mobile Association; James Ham- 
mond, publisher, the Detroit Times, 
and Henry T. Ewald, president of 
Campbell-Ewald. 


New Plan in 


Agency Service 
Is Introduced 


New York, March 23.—Stearns, 
Hopkins & Co., a new agency at 444 
Madison Avenue, will handle prob- 
lems of clients by supervising and 
coordinating the services of a group 
of non-competing sales promotion 
organizations. 

The following are affiliated: Cross- 
ley, Inc., marketing research; George 
N. Wallace Company, sales consult- 


ants; Riis and Bonner, industrial 
publicity; William Green, Ince., di- 
rect mail. 


Arrangements have been made to 
obtain the co-operative services ot | 
other specialists, including a firm of 
public accountants. 

Stearns, Hopkins & Co., describe | 
the arrangement as an “operating | 
merger.” | 

“We are able to use the best tal- | 
ent available for each particular 
problem,” said an executive, “but do- 
not carry the expense of these | 
highly specialized organizations ex- 
cept as needed.” 


Ryan and Bissell 
to Serve in A. N. A. 


Shell Petroleum Corporation, St. 
Louis, and the International Nickel 
Company, New York, have been 
elected to membership in the As- 
sociation of National Advertisers, 
New York. 

Paul Ryan, manager of sales pro | 
motion and advertising of Shell, and 
T. H. Bissell, advertising manager of 
the International Nickel Company, 
will represent their companies. 

T. H. Dauchy, assistant sales man- 
ager of the Monel Metal and Rolled 
Metal Department of the latter com- 
pany has been elected an associate 
member. 


A. M. S. Elects Officers — 


The membership of American Mar- 
keting Society, by a mail vote, has 
approved election of L. D. H. Weld, 
McCann-Erickson, Inc., New York, as 
president; Frank M. Surface, Stand- 
ard Oil Company of New Jersey, 
vice-president; Chester E. Haring, 
Batten, Barton, Durstine & Osborn, 
New York, secretary; and A. M. 
Crossley, New York, treasurer. 


~ 


Victor’s New Work 


Frederick Victor, Jr., formerly di- 
rector of publicity for the Millsco 
Agency, New York, has joined Zinn 
& Meyer, Inc., New York advertising 
agency. 
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CHAMPION BACK 
IN NEWSPAPERS 
AFTER 9 YEARS 


Unique ‘‘Question’’ Copy Is 
Featured © 


Toledo, O., March 23.—After an 
absence of over five years, Champion 
Spark Plug Company will resume use 
of metropolitan newspapers, March 
26, with an eight week drive in 59 
publications in 51 cities. With the 
exception of six centers, the effort 
will be a Sunday campaign. Each 
newspaper will receive seven inser- 
tions of 600 lines and one insertion of 
840 lines. 

The newspaper program, which 
will supplement the current national 
magazine, trade publication and 
farm paper schedule, will be a spe- 
cial effort to get car owners to visit 
dealers and discover for themselves 
the merits of the product. 

Champion “race performance” will 
be the dramatic copy theme of all 
newspaper advertisements during the 
eight week drive, with the exception 
of that run during “National Change 
Week,” when copy will tie up with 
this event. 


Copy Asks Questions 


Without resorting to superlatives, 
copy will ask pertinent questions 
about races in which cars equipped 
with Champion spark plugs came 
through with blue ribbons. The aim 
will be to raise in the reader’s mind 
sufficient interest in the product to 
induce him to inquire of his dealer 
the reason for the superiority. 

The first smash, for example, will 
ask: 

“Why did ‘Ab’ Jenkins use Cham- 
pion Spark Plugs when he drove 
112.98 miles per hour for 24 hours? 

“What bearing has this event on 
you and your car’s performance?” 

Then, without further ado, the 
reader will be advised to ask his 
dealer or service man for the answer. 

With the price level in the spark 
plug field reduced, and a prominent 
competitor waging an extensive price 
campaign, Champion will devote a 
share of its newspaper copy to the 
fact that their product is “now only 
65 cents.” 


Magazine Copy Unchanged 


During the newspaper “ask your 
dealer” drive, the regular schedule— 
ten national magazines, five motor- 
boating trade publications and four 
national and three sectional farm 
papers—will be maintained to de 
liver straight sales messages. From 
time to time, however, it is planned 
to feature in this schedule “stream 
of consciousness” thoughts of famous 
racers and automotive daredevils as 
they accomplish their feats aided by 
Champion spark plugs. 

Copy of this type, patterned after 
O. O. McIntyre’s “random thoughts,” 
appears in this week’s Saturday 
Evening Post. Executed in co-opera- 
tion with Hudson Motor Company, it 
sets down “ ‘Chet’ Miller’s Thoughts 
While Scaling Pike’s Peak in Record 
Time in a Terraplane Six,’ and sa- 
lutes both Champion and the Terra- 
plane. Accompanying the “thoughts” 
is an endorsement by S. G. Baits, 
chief engineer for Hudson, who pays 
his respects to Champion, and tells 
why their products were chosen for 
Hudson-Essex motors. 

Arrangements are being worked 
out with other motor car manufac- 
turers to feature stellar performances 
of their cars in the “stream of con- 
sciousness” manner in later issues. 

MacManus, Inc., Detroit, is the 
agency in charge. 


Gives Sales Ideas 


The Policyholders Service Bureau 
of Metropolitan Life Insurance Com- 
pany has issued a report on “Unusual 
Sales Events for Retailers,” which 
describes plans drawn from the ex- 
periences of successful merchants. 
Copies may be secured from the Bu- 
reau, One Madison Ave., New York, 


To Nominate New Yorkers 


The nominating committee of the 
Advertising Club of New York has 


been formed to include G. Lynn Sum- 
ner, 


Francis Lawton, Jr., Edgar 
Kobak, Martin J. Biern, Arthur C. 
Doornbos, Harry Tipper and Clifford 
S. Reuter. 


Newspaper Man Dead 
Howard Slaton Doster, editor of 
Prattville, Ala., Progress, and former 
president of Alabama Press Associa- 
tion, died March 14. He was 63 
years old. 


Stuhler Is Radio Head 


William R. Stuhler has joined 
Young & Rubicam, Inc., New York, 
where he will be in charge of radio 
activities. 


Farm Papers 
Cut Marginal 
Circulations 


Topeka, Kan., March 23.—Elimina- 
tion of marginal circulations, long a 
bone of contention between farm pa- 
pers and national advertisers, was 
announced this week by Kansas Far- 
mer and Missouri Ruralist, with an 
attendant slash in rates. 


Confined to Each State 


Circulation of Kansas Farmer, 
heretofore 122,000 net paid, will be 
reduced to 100,000, confined mainly 
to Kansas. Missouri Ruralist, boast- 


ing 143,000 net paid, will also be cut 
to 100,000, with distribution held 
chiefly to Missouri. 

The new rate for each paper is 65 
cents per line, instead of 90 cents, as 
heretofore. The new page rate is 
$475, compared with $720. 

“In announcing reduced rates,” 
said the Capper Publications, “we are 
doing more than merely making a 
cut in the cost of advertising in these 
two papers. 

“It is a ‘new deal’ all the way 
around. .. . We are eliminating some 
of the marginal circulation in ad- 
jacent states, but give advertisers the 
same old coverage of Kansas and 
Missouri farm homes at the lowest 
rate since the war. 

“Cuts in circulation will mainly ap- 
ply to adjoining states where already 


state papers maintain sufficient cover- 
age for the average advertiser.” 


Wins Letterhead Award 


W. A. Sanford, Sanford-Putnam 
Company, Worcester, Mass., has been 
awarded the $100 first prize in the ef- 
fective letterhead contest sponsored 
by Crocker-McElwain Company, Hol- 
yoke, Mass. His order of preference 
of 14 selected letterheads agreed most 
closely with the decisions of the 
judges. 


Campaign for Eopa 
Newspapers, magazines and radio 
are being used in a new campaign for 
the Eopa Company, San Francisco, 
maker of proprietary medicines. 
Guenther-Bradford Company, Los 
Angeles, is in charge. 


night, one of three women 


you. It may be a woman who is 


herself in a new evening gown. 


when she is bending over a hot 


new curtains in the living room. 


without charge. 


‘4 , 
a 


every woman leads a TRIPLE LIFE 


Wo you go home to your wife to- 


will greet 


you—and you don’t yet know which. It may 
be a woman who is filled with gaiety and 
happiness— anxious for an evening only with 


concerned 


only with the dinner she is preparing for your 
friends. Or it may be a woman absorbed in 
front of her mirror, catching every angle of 


Every woman is at least three women. 
Small use talking to one when either of the 
other two is uppermost. The wise husband 
does not tell his wife that her nose is shiny 


stove. He 


does not bring up the advantages of a trip 
south when she is worrying over her baby’s 
temperature. And he would be well advised 
not to display any affection toward her when 
she is on the top rung of a ladder, hanging 


Women think in related terms. Because 
the masculine world does not always recog- 
nize this, men have a habit of charging 
women’s varying moods up to mere caprice. 
But it isn’t caprice—if women did not keep 
their vast and variegated interests in differ- 
ent mental compartments they would soon 
be swamped in a sea of detail. The three basic 


interests in any woman’s life are Romance, 
Her Home, Herself. And these three interests 
occur one at a time. 


Alone among women’s magazines, McCall’s 
recognizes not only these clear-cut interests, 
but the necessity for dealing with them sepa- 
rately. And so, every issue of McCall’s Maga- 
zine is now, in reality, three magazines in 
one. First comes McCall’s Fiction and News 
—the answer to woman’s eternal cry for 
romance. Then comes a second four-color 
cover, to mark the beginning of the second 
Magazine—McCall’s Homemaking. And 
separating this from the third Magazine— 
McCall’s Style and Beauty—is still another 
four-color cover. All three, bound together as 
a unit, make up the new McCall’s. 


We made this change in publishing because 
we knew, from asking thousands of women, 
that it would make McCall’s a vastly more 
attractive and useful magazine to the mil- 
lions of women who read it every month. But 
an important by-product of the new McCall’s 
is now available to advertisers. For the new 
McCall’s offers to every user jof its space the 
opportunity to correlate his copy with the 
surrounding editorial material to a degree 
impossible in old-style women’s magazines. 


~'He may now make use of the principle of 


related selling, already practiced by success- 
ful department stores. He need have no fear 
that his advertising may say the right things 
to the right woman at the wrong time. 
Radical? Only in the sense that it has never 
been done before. And an unprecedented in- 
crease in letters from the women on McCall 
Street has told us how right we were. McCall’s 
Magazine, 230 Park Avenue, New York City. 


New 
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RUSH INTO PRINT 
WITH PRICE CUTS 
ON KELVINATORS 


Detroit, Mich., March 23.—Speed- 
ing a sudden week-end decision into 
execution by long-distance telephone, 
telegraph and air-mail, Kelvinator 
Corporation Tuesday announced 
through extensive newspaper space, 
placed co-operatively by distributors 
and dealers, new low prices for their 
entire line of electric refrigerators. 

The new price schedule, which 
brings the lowest model down to 
$97 installed, plus freight, is guar- 
anteed in copy for the next 40 days 
against the possible effects of an un- 
expected upturn in commodity prices. 

The decision to scale down prices 
was reached Saturday morning at a 
conference between factory execu- 
tives, district managers and Brooke, 
Smith & French, Inc., the Kelvinator 
agency. Each district manager im- 
mediately contacted distributors in 
his territory by telephone to de- 
termine the amount of announcement 
copy desired there, and the schedule 


to be used. The agency rushed work 
on copy over the week-end, and by 
pressing into service most of the 
known means of quick communica- 
tion and delivery, furnished adver- 
tisements to all scheduled newspapers 
n time for insertion Tuesday morn- 
ing. 

The price cut, according to the 
agency, will not disturb the extensive 
“Four-in-One” spring campaign, out- 


lined in the Feb. 25 issue of ADVER- 
TISING AGE, which will continue as 
planned. 

The reduction is explained by 


George W. Mason, president, as being 
made possible not only because ot 
prevailing low costs of raw materials 
but also by virtue of the widespread 
buying tendency that began with the 
passing of the banking crisis. 

“At the end of the 40-day period,” 
Mr. Mason said, “we are nopeful of 
finding that the buying movement 
now so evident, will have extended 
into the materials field to such an ex- 
tent that its prices will have ad- 
vanced appreciably. Toward such a 
condition we are lIpoking forward 
with anticipation, for a period of in- 
creasing prices will mean better 
times for the entire country.” 


Now “Textile Bulletin” 

The name of Southern Textile Bul- 
letin has been changed to Teztile 
Bulletin. 


Hammers Home Points 


With Jig-Saw Puzzle 


Keeping up with the times, Bern- 
ard Wood, national advertising man- 
ager of the Cleveland Press, illus 
trated a sales talk before Adcraft 
Club of Detroit with a huge jig-saw 
puzzle map. 

As he discussed the sales possibili- 
ties of various localities, Mr. Wood 
fitted the proper puzzle pieces into 
place. On each piece were statistics 
pertinent to the market covered. 


Dodge Sets Up New 


Designing Service 
William W. Dodge, New York, has 
discontinued the arrangement where- 
by he represented a group of indus- 
trial artists on an exclusive basis, to 
become a consultant on product de- 
sign. 
His business address remains the 
same, 330 West 42nd Street. 


White’s Tragic Death 


Carl White, chairman of the board, 
Health Products Company, Newark, 
N. J., and formerly associated with 
the Joseph Richards Agency, New 
York, committed suicide this week. 


White Rock Appoints 


Newell-Emmett Company, New 
York, has been appointed by the 
White Rock Mineral Springs Com- 
pany, New York, rk, effective sonst 1. 


Saturday's 


SATURDAY 
FOOD PAGES 


wry 


MI | 


W777, ZZ 


MORNING OREGONIAN 


morning is the strategic time for 
food advertisers to tell their story 
to Portland housewives. Saturday’s 


Morning Oregonian is the place to 


tell the story. 


Get this picture: In Portland— 
300,000 population—the Oregonian 
is the last scene in the weekly 
newspaper act. Food advertisers 


have as their audience more able- 


| J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, INC. 
New York... Chicago... Detroit... San Francisco | 


F 


ae BRE A’S 


the Food Buy in Portland 


ATURDAY is the food shop- 
ping day in Portland. Saturday 


to-buy families than they can reach 
in any other Portland newspaper. 
Moreover, the Oregonian sees to 
it that last minute messages to 
shopping bound women get a big 


break—you’ll find them concen- 


trated on pages 4, 5, 6 and 7— 


PORTLAND, OREGON 


GSS £8 A'T 


right up in front of the paper. 
Smart food advertising dictates 

the use of Saturday’s Morning Ore- 

gonian. It’s the biggest merchan- 


dising event of the week in Oregon. 


Che Oreg 


111. 


NEWS PA PE R-S 


OFF ON TOUR FOR CHICAGO WORLD'S FAIR 


One of the special Greyhound buses designed for use at A Century 
of Progress, Chicago, which started on a tour which will include every 
large city east of the Mississippi before the fair opens this summer. 
In the background is part of the Transportation Building on the fair 


—|Wanes Wer on 
Worms Through 
Poultry Press 


Cleveland, O., March 23.—Tobacco 
By-Products and Chemical Corpora- 
tion, Louisville, Ky., has released a 
poultry and farm paper campaign 
through the Cleveland office of Camp- 
bell-Sanford Advertising Company 
for its new Black Leaf worm powder. 

Instituted as a depression product, 
the new powder, said to be the bane 
of worms which find comfortable 
lodgings in the intestine of poultry, 
has proven an unusual stimulant to 
the sales of the Louisville corpora- 
tion. Full pages are being used on 
regular schedule in an important list 
of poultry publications, and 100 and 
420-line copy is being run in farm 
papers. 

The product is distributed through 
drug stores, general stores and poul- 
try supply houses and is said to have 
a distinct advantage over other nico- 
tine products used for this purpose 
in that it is so insoluble that it 
passes through the mouth, throat and 
crop without injury to these parts. 


Committee Cuts A. F. A. 


Convention Costs 


Cooperating with the hotel com- 
mittee, hotels of Grand Rapids have 
arranged concessions for delegates 
to the convention of the Advertising 
Federation of America next, and A. 
William Honocker, chairman, urges 
early reservations. 

He can be addressed at the Frank- 
lin Fuel Company, 145 Franklin St., 
S. W., for particulars about accom- 
modations. 


State Legislature Gets 
Demonstration of Magic 


Magicians demonstrated their craft 
before members of the Connecticut 
legislature’s judiciary committee re- 
cently as they argued in favor of a 
bill which would forbid the publica- 
tion of professional secrets. 

The bill in question was introduced 
as a protest against the revelations 
appearing in current Camel cigarette 
copy. 


“United States Daily” 
Continues as Weekly 

Following a_ brief suspension, 
United States Daily, Washington, D. 
C., which reports official news of the 
federal government and of the 48 
states, has resumed publication as a 
weekly. 

The paper’s executive personnel re- 
mains unchanged. 


Regulate Coal Copy 


Under a new law passed in Indiana, 
advertising of coal is regulated by the 
state. Sizes and terms are defined 
by statute, and abbreviations of 


“words, terms or phrases describing 
the size, quality, trade name or origin 
of coal or coke” are prohibited. 


_ ae 


Kroger Points 


To Record in 
Bank Holiday 


St. Louis, Mo., March 22.—Kroger 
Grocery & Baking Company rushed 
into print with large newspaper 
space here immediately after banks 
reopened for business to impress 
housewives and their husbands with 
the manner in which the company 
bought and paid cash for foodstuffs 
while the banks were closed, and in- 
cidentally to point out, through a 
series of interesting statistics, that 
the company is in reality a “local” 
enterprise in each community in 
which its stores are located. 

At the same time, St. Louis Retail 
Grocers’ Association made use of 
more modest newspaper space to pat 
its members on the back, pointing 
out that independent grocers ex- 
tended credit to all their customers, 
despite the fact that their own funds 
were indefinitely tied up. 

The Kroger copy, which bore the 
signature of Albert S. Morrill, presi- 
dent, spoke also for the Piggly 
Wiggly Corporation, whose stores in 
the St. Louis area are owned and 
operated by Kroger. 


American Tobacco Net 
Profit Is $8.46 a Share 


Net Income of American Tobacco 
Company for 1932 was $43,267,083 
equal to $8.46 per share on outstand- 
ing common stock, compared with 
$46,189,741, or $9.07 a share, in the 
preceding year. 

The company showed a surplus at 
the end of the year of $118,107,617, 
an increase of $11,659,567 over the 
1931 figure. 


lodent Adds Stations 


Stations KPO, San _ Francisco; 
KOL, Seattle; KOIN, Portland; and 
KHQ, Los Angeles, have been added 
to those broadcasting the _ twice- 
weekly episodes of Detectives Black 
and Blue, sponsored by Iodent Com- 
pany. 

KNX, Los Angeles, will be added 
to the list March 27. The program 
is produced by Earnshaw-Young, Inc., 
Los Angeles. 


New Mailing Piece 

Southern Pacific Lines, Chicago, is 
sending out a series of three unique 
mailing pieces, one feature of which 
is the inclusion, on a single sheet 
with a letter and illustrations, of a 
“self-mailing advertising coupon” de- 
veloped by L. E. Delson, 540 Ply- 
mouth Court, Chicago. 


Canadian Stations 


Off U. S. Chains 


Because of the new restrictions 
which limit advertising on Canadian 
radio stations to five per cent of the 
program time, Canadian stations can 
no longer hook up with American 
chains. 
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HOW CAN A MAN 
RECOGNIZE HIS 
OWN WIFE NOW? 


Beauty Shops Push Demount- 
able Face Trimmings 


New York, March 23.—Casting 
aside for. the moment such elemen- 
tary devices as paint, false hair and 
false teeth, delegates to the Interna- 
tional Convention of Beauty Shop 
Owners seriously took up the matter 
of lending nature a hand where fem- 
inine pulchritude is concerned, 
stamping with approval a line of 
demountables which included lips, 
eyelashes, noses and fingernails. 

The removable but movable lips 
are made of a microscopically thin, 
flexible composition, which is applied 
over the real lips. They come in 
several shades and cost about 20 
cents. The inventor claims they will 
withstand hard usage for 24 hours. 

Heretofore, a woman dissatisfied 
with her nose has had to put $35 on 
the line for a new one, custom made. 
They were produced with a light, 
gold-plated frame inside the nose. 

The demand has been lively and 
the manufacturer announced plans 
to put out a less-expensive, ready- 
made model for sale through depart- 
ment stores and beauty shops. The 
mass production type will be re- 
troussé, as orders to date indicate 
most women, regardless of age, 
yearns to appear saucy. 


Put Them on at Night 


The detachable fingernails are a 
trifle shorter than a Chinese man- 
darin’s, can be shaped and filed like 
real fingernails and come in all colors 
with perfect half moons. The trade 
experts predict they will be greeted 
with cries of real joy by typists and 
athletically-inclined society girls who 
want to look like little ladies after 
dark. 

Determined to make the nails a 
focal point by one means or another, 
the beauticians also displayed finger- 
nail decorations in letters, pictures 
and symbols. A favorite eight-finger 
set spells, “I love you.” 

Those who bridge where loose talk 
is barred are expected to dote on the 
card set, which provides a club, a 
heart, a spade and a diamond for 
each hand. With her nails thus 
decorated and her conscience stifled, 
a lady can end her partner’s inde- 
cision at any moment simply by 
raising the right finger. 

Hereafter, streamlined ears and 
taut cheeks will be as near as the 
shop that sells face tacks, a plastic, 
invisible adhesive which anchors un- 
ruly ears to the side of the head and 
takes up the slack of loose skin in 
neat and invisible folds. 


Personnel Shifted 
by Milk Company 

Carnation Company has made im- 
portant shifts in personnel in cen- 
tralizing major executive activities 
at Milwaukee. P. G. Kinzer, vice- 
president in charge of advertising, 
has been recalled from Seattle, as 
has J. F. Douglas, vice-president in 
charge of finance. 
Alfred M. Chormley, another vice- 
president, has been transferred to 
Seattle. 


Peoria Banks Get 
Cordial Reception 


A double truck in the Peoria Trans- 
cript welcomed the reopening of na- 
tional banks in that city. 

The space was underwritten by 
thirty business houses and the mes- 
sage had intense news value, running 
in the same issue which announced 
the reopening of the financial insti- 
tutions. 


Distributors Change 


Convention Dates 

July 6-8 are the new dates for the 
1933 convention of Advertising Dis- 
tributors of America in St. Louis. 


Rotogravure Group 


Advances Meeting 


The membership meeting of the 
Rotogravure Advertising Association 
scheduled for New York March 20-21 
was postponed at the last moment. 
The meeting will be arranged for 
the near future by a committee com- 
prising W. A. von Hagen, D. J. Pro- 
vost and Frances Ward Rice. 


Kelly Connects 


Cc. S. Kelly, Jr., has joined Jimm 
Daugherty, Inc., St. Louis, successor 
to John Ring Advertising Company. 
He was formerly with D’Arcy Ad- 
vertising Company. 


Kelly Expands 


J. C. Kelly, who has represented 
Stuyvesant Publications in New Eng- 
land, has taken on American Archi- 
tect, Hearst business paper. 


Better Homes 
Contest to Be 
Run Nationally 


Des Moines, Ia., March 23.—Better 
Homes & Gardens, published by the 
Meredith Publishing Company, has 
announced a Better Homes Contest 
which will be conducted with the co- 
operation of newspapers, building ma- 
terial dealers and others interested 
in modernization and repair. 

Prizes aggregating $3,000 will be 
awarded to home-owners, and in ad- 
dition prizes of $500 will be given to 
building material dealers for the best 
business building suggestions. 

Newspapers in 117 cities are co- 
operating, conducting their own local 


contests. Entrants in these contests 
may also be entered in the national 
competition sponsored by Better 
Homes and Gardens, Feature ma- 
terial dealing with home moderniza- 
tion will be supplied to the news- 
papers by the magazine. 

A new modernizing book consisting 
of 64 pages is being supplied to en- 
trants. 

Announcement of the contest is to 
be made in the April issue of the 
magazine, and the contest will run 
for the remainder of the year. 


Clough Heads Abbott 


S. DeWitt Clough, formerly vice- 
president and in charge of advertis- 
ing of Abbott Laboratories, North 
Chicago, Ill., has been elected presi- 
dent of that organization, succeeding 
Dr. Alfred S. Burdick, who died re- 
cently. 


Donnelley Plans 
Printing Exhibit 
Lakeside Press, Chicago, is gather- 
ing exhibits for an International Ex- 
hibition of Fine Contemporary Print- 
ing, to be held during A Century of 
Progress. 
The exhibit will be held in the 
company’s galleries, starting in May. 


Agency for Coal 
Jay H. Maish Company, Marion, O., 
has been appointed to handle adver- 
tising of Pioneer Coal Company and 
Black Star Coal Company, Louisville, 
Ky. 


Towell Loses Father 


George Towell, 75, father of Arthur 
Towell, Madison, Wis., agent, died in 
Milwaukee March 20. He was one of 
the founders of Milwaukee Times, a 
weekly. 
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AUTO SALES 


LOUISVILLE, 
KENTUCKY 


1932 1933 
YEAR. 


O 


concentrating —_- your 


Hotel Statler will be headquarters. 


Louisville and Kentuckiana may be 
reached at a single low cost by 


usiness Conditions 


As Reflected By 
AUTO SALES 


Automobile Sales In 


Louisville In January, 
| 1933, Show a Decided 
| Upward Trend.... 


A comparison of January automobile sales 
from 1929 through 1933 shows that tor the 
first time in these five years there is a marked 
revival of buying in this field. In 1932 the 
number of automobiles sold in Louisville 
slumped to almost one-half of the 1929 total, 
but 1933 witnessed a decided recovery of 
sales to 80% of the 1929 level. 


The new wealth created in this section by 


increased tobacco prices and the stabilizing 


influence of the many diversified industries 


located here have made Louisville and its 


advertising 


message in a single medium— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. 
REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 


market, Kentuckiana, a productive field: for 
concentrated sales effort. 


ie Audit Bureau of Circulations 
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New Style for Cone, 
Rothenbarg & Noee 


Cone, Rothenburg & Noee, publish- 
ers’ representatives, have changed 
their name to Noee, Rothenburg & 
Jann. Edward S. Cone, former presi- 
dent, died two years ago. 

G. V. Rothenburg is president; H. 
C. Jann, vice-president, and George J. 
Noee secretary-treasurer. 

The firm has also opened a Kan- 
sas City office in charge of Thomas 
J. Coffey, formerly with Capper Pub- 
lications. 


Harrison Opens Shop 
Web R. Harrison, president, Adver- 
tising Club of Seattle, has formed 
Rapid Service Engraving Company, 
which will make nothing but line 
engravings. 


Advertising to 
Rural Markets 


Is Scrutinized 


New York, March 22—Advertisers 
are spending too small a part of their 
appropriations in reaching rural 
markets, in comparison to the popu- 
lation and buying power of these 
markets, a survey just published by 
Crowell Publishing Company for 
The Country Home asserts. 

According to this survey, while 
rural families number more than 40 
per cent of all families in the coun- 
try, and their retail purchases in 
their own communities account for 


well over 30 per cent of the national 
total, only one-seventh of the total 
advertising expenditure in national 
(exclusive of rural) magazines, news- 
papers and radio was devoted to this 
market in 1932. 

Based on the percentage of urban, 
small town and rural circulation of 
these media, the survey asserts that 
$14.78 was spent last year to reach 
each urban family by advertisers, 
while $11.97 was spent on each small 
town family, and only $3.75 on each 
rural family, which the publishers 
call a “lopsided investment.” 


Wiegand with Agency 

William Wiegand, newspaper col- 
umnist, has joined Bauerlein, Inc., 
New Orleans. 


Derum, Copy Expert, 
Joins Goodwin Agency 


J. P. Derum has become vice-presi- 
dent and director of copy for the re- 
cently-formed Goodwin Corporation, 
Chicago agency. 

Mr. Derum came from Green-Ful- 
ton-Cunningham Company, Chicago. 
He was formerly with MacManus, 
Inc., Detroit, where he wrote Fisher 
Body copy. 


Milk Bottles Can 
Carry Nothing Else 


California milk distributors cannot 
use milk bottles as containers for 
orange juice and other beverages, the 
State Attorney General has ruled. 

The question was brought up by 
milk interests. 


We are now occupying 


the 23'4 floor of the 


Pershing Square Building 


100 East 424 Street 


(CORNER OF PARK AVENUE) 


Our new telephone number 1s Caledoma 5-1900 


WILLIAM ESTY, President 
JULIAN U. CARGILL, Vice-President 
DONALD T. CARLISLE, Vice-President 
P. WESLEY COMBS, Vice-President in Charge of Marketing 


JAMES S. YATES, Vice- 


President and Art Director 


COPY 


GERALD H. CARSON 
KENNON JEWETT 


MONICA B. O’SHEA 
THELMA WALKER 


MEDIA 
E. H. CUMMINGS, Secretary, Newspaper and Outdoor Space Buyer 
JOHN C. ESTY, Magazine and Radio Space Buyer 
ROBERT B. WHITE, Trade and Technical Space Buyer 


PRODUCTION 
L. M. BROWNELL, Jr., Production Manager 


J. J. FLANAGAN, 


Jr., Traffic Manager 


WILLIAM ESTY AND COMPANY 


INCORPORATED 


ADVERTISING 


“STUDEBAKER 
CARRIES ON” 
BY TELEGRAPH 


Wires Buzz With Automotive 
Copy 


Chicago, March 23.—With typogra- 
phers and electrotypers standing by 
to make the feat possible, Roche, Wil- 
liams & Cunnyngham marshalled 
their entire resources Saturday night 
and Sunday to reach newspaper read- 
ers with the prompt assurance that 
“Studebaker Carries On” in spite of 
receivership proceedings. 

Sunday’s newspapers announced a 
friendly receivership for the big mo- 
tor manufacturer—important news 
to the world-wide army of Stude 
baker owners and dealers. Roche, 
Williams & Cunnyngham had been in 
close touch with South Bend all day 
Saturday. When Studebaker’s deci- 
sion was announced, the agency staff 
was ready immediately to deliver full 
details to the public by means of a 
nation-wide release of newspaper ad- 
vertisements. 

The telegraph was called into play 
in order that the manufacturer’s an- 
nouncement might appear in Mon- 
day’s newspapers in 50 key cities. 
The copy consisting of about 650 
words for a three-quarters page ad- 
vertisement was first transmitted by 
long distance telephone to the agency 
headquarters in Chicago and from 
there was telegraphed complete to 
the newspapers, supplemented by 
about 400 words of detailed instruc- 
tion as to layout and typography. 


Rush Mats to Dailies 


For other papers throughout the 
country mats were rushed through 
for Tuesday and Wednesday inser- 
tions. Type was set in a few hours 
early Sunday morning, okayed and 
dispatched to the electrotyper. Spe- 
cial crews turned the type into mats 
which were air-mailed to newspapers 
at distant points and sent by first 
class mail to others. The entire re- 
lease to nearly 500 newspapers was 
in the mail by 10:30 Sunday morn- 
ing. 

Remarkable uniformity was _ re- 
ported in the appearance of the ad- 
vertisement in dailies to which the 
copy was wired. 

While this was due in part to the 
complete instructions laid down by 
the agency, the latter gives the tele- 
graph companies considerable of the 
credit. 

Much of the jargon contained in 
telegrams must be laid at the door 
of the sender and not of the tele- 
graph company, it is averred. Such 
admonitions as “stop,” “quote,” “un- 
quote” are as unnecessary in tele- 
grams as in letters. 

To make a telegram simple and 
readable, the sender should write it 
just as he would a letter. The tele- 
graph company’s rule is to “follow 
copy.” 

Roche, Williams & Cunnyngham 
knew this to be true and kept their 
copy and instructions free of symbols 
which would confuse the newspapers. 

J. M. Bundscho, Inc. set the type 
for the Studebaker advertisement, 
while Partridge & Anderson turned 
out the mats in record time. 

Receivers for Studebaker are H. S. 
Vance and Paul G. Hoffman, vice- 
presidents, and A. G. Bean, president, 
White Motor Company. All are “men 
schooled in the traditions which have 
given Studebaker its world-wide pres- 
tige,” the advertising explained. 


PakAge Car Ready 


Stutz Motor Company has begun 
production of its new PakAge car, 
light delivery truck, at Indianapolis. 
It is designed for economical house- 
to-house delivery. 


Thomson at Helm 
Henry B. Thomson has acquired 
control of Vancouver, B. C., News, 
and is now its managing director. 


He is a well known business man. 
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Agency Men Swear By and Not At It! 


In the good old days of 1929, when all a big 
shot in the agency business had to do to get 
information was to press a button, the Market 
Data Book was convenient but perhaps not 
indispensable. 


But today? That’s another story. 


Now all of the agency men are working — 
really working—and in many cases serving 
as contact, research and copy men on their 
accounts. If that happens to be your situa- 
tion, the Market Data Book will rate as some- 
thing of a time- and life-saver. 


Here’s the story: 


If you have to have information on specific 
business markets — say the brewing industry, 
the school field or the manufacture of food 
products — you would ordinarily have to go 
through a number of heavy tomes or engage 
in extended correspondence with authorities 
in order to get the basic facts concerning 
number of establishments, volume of business 
handled, character and quantity of products 
purchased each year, etc. 


With the Market Data Book at hand, you 
simply turn to the section devoted to each 
business, and there in convenient form you 
find the significant figures, gathered together 
from hundreds of authentic sources, all ready 
for your use. 


Or if you want to make up an estimate on 
an advertising campaign in 50, 100 or more 
business papers, you'll find the rates and cir- 
culations of all publications listed under each 
classification, including reference books and 
all Canadian publications. The beauty of 
having the publication data presented right 
along with the market information is that 
this enables you to compare circulation cov- 
erage with number of buying units, and 
otherwise determine advertising require- 
ments, which cannot be visualized without 
information on markets. 


So if you’re prepared to do a little high-class 
cussing because the facts and figures you 
need for that campaign plan are not imme- 
diately available, just remember that you 
can easily join a group who have been made 
happy and swearless through the medium of 
the Market Data Book. 


If you want a free copy, read on. 


CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — 


CLASS AND INDUSTRIAL MARKETING, 
537 S. Dearborn Street, Chicago 


I am sending you herewith $2 (cash, check or money-order) for which 
send me Class & Industrial Marketing for one year, and a free postpaid 
copy of the new 1933 edition of the Market Data Book. 
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Montgomery Ward 
Promotes F. M. Folsom 


F. M. Folsom has been transferred 
from the Pacific Coast to Chicago by 
Montgomery Ward & Co., and ap- 
pointed general merchandise man- 
ager. 

He succeeds D. T. Webb, who be- 
comes assistant in charge of mail 
order. 


Club Plans Party 


The annual party and style show 
of Women’s Advertising Club of Mil- 
waukee will be held April 21 at Hotel 
Schroeder. 


The biggest thing in 
sales - pullers today— 
Picture Puzzles as Pre- 
miums... 

. 


The largest producers of 


picture puzzles in the 
world... 


ue 
EINSON-FREEMAN CO., INC. 


Specrahizing 
WEL core 


store display 
adv erpising 


—_—_—_—_—_—_—_—_—_—_—_ eee 
STAR & BORDEN AVES, LONG ISLAND CITY NEW YORK 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
LADS DBAAADD 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


\ in, aan ein 
'VE FOUND 
. THE BEST 
HOTEL VALUE 
iN NEW YORK 
CITY 


Just think ... a mod- 

ern, new hotel, in the 

heart of New York— 
200 feet from Broad- 

way on 45th Street. 
A room and bath for one, 

$2.50; for two, $3.50. 

It's the 


PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
wittittam Madlung. Mng. Dir. 


Standard 1932 1933 
Atlantic Monthly..... 9,397 6,970 
Current History..... 3,710 3,308 
0S ae eee 9,204 5,116 
Golden Book........ 3,766 2,277 
ee OCT Te 11,508 8,680 
Review of Reviews.. 9,068 7,824 
BOrIDRes coccccvses 10,705 8,021 

Total Group...... 57,358 42,196 
General 
American ........0. 26,294 21,175 
American Boy....... 8,092 4,444 
Ameérican Girl....... 3,008 1,722 
American Golfer.... 12,772 6,843 
American Home..... 17,319 9,048 
Arts & Decoration.. 18,509 9,115 
Dh. ¢tr¢baxhehaekee ,866 2,418 
Better Homes & Gar- 

er Se 19,435 15,015 
ea 8,638 5,559 
SE ae ee 4,538 3,971 
Christian Herald.. eee 12,297 
College Humor...... eeee 5,314 
Cosmopolitan ....... 24,853 23,884 
Country Life........ 28,815 13,979 
PTT 9,957 10,893 
WOCCUMS ccccrvccces 41,396 23,914 
Futura Publications eoee 5,167 
Golf Illustrated.... aeee 6,965 
Home & Field....... 19,147 10,064 
House & Garden.... 39,988 20,782 
House Beautiful..... 18,966 10,910 
Instructor ..-.+<wwwes ene 18,272 
re 2 cecaneeeeess 11,623 4,244 
PE sc cdc eipeaveeane 8,239 5,713 
Modern Mechanix... 11,286 7,911 
Motion Picture...... 14,548 11,786 
Movie Classic........ ‘ene 11,812 
National Geographic 7,588 6,699 
Nation’s Business... 25,87 14,953 
Open Road.......... 5,566 5,834 
errs 17,093 16,176 
Physical Culture.... 15,686 11,417 
i on etehe an oh ee 6 see 8,686 
Popular Mechanics.. 19,307 14,198 
Popular Science..... 15,641 10,835 
EE nasossuveee 15,307 16,440 
St. Nicholas......... 2,515 1,674 
Scientific American. 3,361 2,331 
Screenland ......... rT 9,116 
Silver Screen........ énas 7,799 
Sportsman .......0- 11,645 12,831 

Mr inks ddareet 4 Gee e es 32,498 17,752 
| eee 7,906 5,735 
True Confessions.... eee 6,236 
True Detective Mys- 

a ae eee Tere 2,174 
True Romances..... jaae 7,019 
Vanity Fair......... 26,625 16,451 

Total Group....... 547,943 471,680 


MARCH ADVERTISING LINEAGE IN MAGAZINES 


Women’s 1932 1933 
rs 37,434 35,801 
Farmer’s Wife...... 12,993 10,627 
Good Housekeeping. 59,170 47,415 
Harper's Bazaar.... 65,264 52,605 
Sp SPOUT CTE 11,781 9,691 
Fe 12,395 12,722 
Ladies’ Home Jl.... 58,808 52,277 
BEOCRIS ccccccsecce 60,678 49,590 
Needlecraft ........ 4,399 5,288 
oe ee 14,882 16,540 
Pictorial Review.... 29,893 20,618 
Tower Magazines... ones 15,468 
i, Oy PEE 33,262 22,376 
ED an ek eke 6% 83,857 57,519 
Woman's Home Com- 

CORE cn ckavna see 51,587 46,207 
Woman's World..... 10,108 7,775 

Total Group....... 546,511 462,519 
Outdoor 
Field & Stream..... 14,447 10,229 
Fur-Fish-Game 6,495 5,230 
Hunter-Trader-Trap- 

ae ivih euaenn 0466 6,575 5,221 
Hunting & Fishing. 7,645 5,236 
National Sportsman. 8,820 6,446 
Outdoor Life........ ,618 6,960 
Sports Afield........ 8,933 5,661 

Total Group....... 62,533 44,983 
Mail Order 
oo , rr 6,123 7,638 
Gentlewoman....... 4,279 4,288 
Good Stories........ 5,450 4,952 
ee eee 17,365 15,047 
Hearth & Home..... 5,797 4,952 
Home Circle........ 3,243 2,355 
Home Friend....... 3,954 2,325 
Household Manage- 

ment Journal..... 4,392 2,398 
Illustrated Mechanics 2,242 1,870 
EN kh -b ote 660K 2,633 1,749 
*Pathfinder ........ 12,039 7,842 
Sovereign Visitor... 2,633 1,463 

Total Group....... 70,150 56,879 
Weeklies & *Semi-Monthlies 
American Weekly... 65,864 61,065 
Business Week...... 24,849 12,923 
oy eee 66,842 48,169 
eo 16,709 6,364 
ROE eee 30,318 22,744 
Literary Digest..... 35,479 29,691 
New Yorker......... 61,558 57,381 
Saturday Eve. Post. 165,073 105,363 
TD xr 6b Hn bk84 66095 66,439 47,261 
*Town & Country... 32,507 19,609 

Total Group....... 565,638 410,570 


—The Advertising Record Company. 


Goodrich, U. S. 
Concentrate on 


Two Tire Grades 


Akron, O., March 23.—Price reduc- 
tion through simplification is the 
latest move by independent tire com- 
panies to seize ground from mail 
order competitors. 

The B. F. Goodrich Company and 
the United States Rubber Company, 
New York, announced this week that 
they had eliminated all but their two 
leading grades of tires. 

In addition, the Goodrich company 
stated that it had cut the prices of 
its first and second line tires about 
20 per cent from last September’s 
list, leaving them about 10 per cent 
above the first and second line tires 
of the mail-order companies. It is 


-| assumed that the United States Rub- 


ber Company will meet these prices 
shortly. 

The Goodrich reductions put this 
line on a price-competitive basis with 
the Firestone Tire and Rubber Com- 
pany, which cut last month simul- 
taneously with the mail order com- 
panies. 

Elimination of all brands except 
first and second grade tires will re- 
duce sizes and qualities about 35 per 
cent, it is estimated. The price re- 
ductions will tend to eliminate the 
long discounts to large dealers which 
are blamed for recent price wars. 

“The downward trend of prices has 
eliminated the necessity of more 
than two grades of passenger-car 
tires,” the statement of the United 
States Rubber Company said. “The 
production and distribution of the 
multiple line are confusing, wasteful, 
and economically unsound, and have 
added unnecessarily to the cost ulti- 
mately paid by the consumer. 

“The company further recognizes 
the confusion that has existed in the 
consumer’s mind in selecting from a 
long line of miscellaneous brands. It 
is believed the new policy will per- 
mit a safer, simpler and more orderly 
selection of known quality.” 


One for Towell 


Arthur Towell, Madison, Wis., has 
been appointed to direct Barnsdall oil 


advertising west of the Allegheny 
Mountains. 


Club Told of Packer’s 


Merchandising Problems 


The new vacuum packed Dole pine- 
apple juice which was first intro- 
duced at the canners’ convention in 
Chicago two months ago was brought 
out by Hawaiian Pineapple Company 
only after years of experimentation. 
H. H. Matthews, Chicago merchan- 
dising director of the company told 
Women’s Advertising Club of Chi- 
cago March 21. Efforts to produce a 
suitable pack for the fruit juice ex- 
tended back 20 years, he said, to the 
time when the company tried unsuc- 
cessfully to market it in bottles. 

Advertising of the new product is 
built around its health appeal, espe- 
cially its importance in infant feed- 
ing, and its place in the preparation 
of numerous recipes. 

Since 70 per cent of the Hawaiian 
Pineapple Company’s output has been 
sold under private labels, the com- 
pany several years ago adopted the 
policy of stamping the word “Dole” 
and the grade mark in the top of all 
its cans. 

George Hall, director of educa- 
tional work for the organization, also 
spoke at the meeting, giving an inter- 
esting illustrated talk on the produc- 
tion of pineapple. 


A. N. P. A. Issues New 
Advertising Manual 


“Newspaper Advertising,” a handy 
book of facts and references about 
the advantages of this medium, has 
been issued by the Bureau of Adver- 
tising, American Newspaper Publish- 
ers Association, in pocket size. 

A wall map for space buyers will 
also be published in the immediate 
future. It will show the location of 
every English-speaking newspaper in 
the country. 


36-Page Copy Runs 
in Shoe Magazine 


With many of its licensees repre- 
sented, Brown Company, Portland, 
Me., carried 36 pages of advertising 
in the March issue of Shoe Style Di- 
gest, Boston. 

The company manufactures Onco 
innersoles, counters, and box toes, 
and upper stock with Solka base. 


Name Mrs. Walczak 


Helen Baldauf Walczak, former ad- 
vertising manager for Robert A. 
Johnston Company, Milwaukee, has 
joined Blatz Brewing Company. Mil- 
waukee, as assistant advertising 
manager. 


OPENING SMASH IN NEW REFRIGERATOR DRIVE 


7), 


LAMP 


IMAGINE & Sermon bron . 
THAT U5G8 SO MORE CURRENT THAN 
ORF ORDINARY LAMP POLS 


Geonomy 

Here is an entirely new standard of 
economical refrigeration. A genuine 
Frigidaire thet operates on as little elee- 
tric current as one ordinary lamp bulb. 


Coriszedcece- 
And here are new conveniences — auto- 
matic defrosting—ice trays that slip 
out of the freeser at a toach of the fin- 
ger—extra room for tall containers— 
and « compartment for frozen storage. 
the 


Plans IS THE NEW FRIGIDAIRE —%& 
THAT USES NO MORE ELECTRIC 
CURRENT THAN ONE ORDINARY 
BULB 


VWMORE FOOD SPACE 


The new Frigitsires are boilt with « highly 
efficient, space-saving insulation giving 
abdimet amalier outside dimensions 
bat much greater food storage capacity. 


feauly 


This new Frigidaire introduces a dis- 
& tincpive style in cabinet design, with 
@ finish of sparkling white Dulux and 
handsome chromium hardware. 


Qralily 

With porcelain interior, dependability 
and long life—every detail reflects 
that quality which has made Frigidaire 


the choice of a million more buyere 
than any other electric refrigerator. 


eee 


h, 


with many exclusive f. 


The Super Frigidaire ling includes six new all porcelain madels — 
finest Frigid 


Thane WRIGIDAIRE 


A GENERAL 


ever built. 


MOTORS Yanve 


To herald the new Frigidaire, this copy will appear in an important 
list of national magazines during the period of March 27 to 30. 


FRIGIDAIRE 10 
LAUNCH DRIVE 
ON NEW MODELS 


(Continued from Page 1) 
Chicago Journal of Commerce, Wall 
Street Journal and the Boston News 
Bureau. A number of leading trade 
papers will carry the story to dealers. 

On the theory that the owner of one 
General Motors product is easily sold 
another, Frigidaire will direct spe- 
cial rotogravure advertising to a 
million owners of General Motors 
cars. This single-piece folder will be 
mailed to reach homes early next 
week. 

Knowledge, as well as enthusiasm, 
has been placed in the hands of deal- 
ers in the form of a new demonstra- 
tion book which illustrates Frigid- 
aire’s five-point standard plan. This 
book, however, is designed to tell the 
story as well as help the dealer tell 
it and it will be offered to prospects 
visiting show rooms. 

Another selling tool with which 
dealers have been equipped is a 
novelty folder including “colored” 
glasses, through which the prospect 
gets a “third dimension” as he looks 
at the pictures. This folder will be 
distributed to prospects and store 
drop-ins. 

Planning for Future 


According to H. W. Newell, vice- 
president in charge of sales, and E. D. 
Doty, advertising manager, plans to 
dominate the low price bracket as 
well as others, began more than a 
year ago. 

“The trend of buying definitely 
proved that a quality product, avail- 
able at a low price and with a low 
operating cost, would be popular this 
year,” said Mr. Newell. 

“Accordingly, our engineering de- 
partment developed a new principle 
of refrigeration which permits us to 
use a@ compressor powered by a one- 
twentieth horsepower electric motor, 
approximately one-half the size of the 
smallest used heretofore. This pro- 
vides refrigeration ‘at the cost of 
operation of one ordinary electric 
light bulb.’ ” 

Mr. Newell explained that the $96 
price of the smallest model was made 
possible by an expenditure of over 
$1,000,000 at the Moraine City plant. 

Other features to be emphasized in 


the advertising include 20 per cent 
increased refrigeration capacity; 
modern styling; strikingly increased 
cube capacity, providing from 25 to 
100 per cent’ more ice than hereto- 
fore; automatic defrosting; a new 
type of self-releasing ice-tray; ad- 
justable shelves; three types of ice- 
trays; interior lighting and a larger 
size hydrator. 

The Geyer Company, Dayton and 
New York, is in charge of the new 
campaign. 


Arthur H. Kahne 
of Libby, McNeill 
& Libby is Dead 


Chicago, March 21.—Arthur H. 
Kahne, advertising manager of 
Libby, McNeill & Libby, canners, died 
suddenly the evening of March 17, 
following a sudden illness of two 
days’ duration. 

Mr. Kahne, who was 36 years old, 
was first taken ill Thursday morn- 
ing, March 16, and was rushed to a 
hospital, where it was discovered he 
was suffering from pneumonic cere- 
bral meningitis. 

Funeral services were held at the 
Church of the Little Flower yester- 
day and the place held by Mr. Kahne 
in the advertising world was at- 
tested to by the numerous floral tri- 
butes sent in by publishing and ad- 
vertising organizations in Chicago. 

Joining the advertising department 
of Libby, McNeill & Libby in 1923, 
Mr. Kahne was assistant to Guy C. 
Smith, then advertising manager, for 
a number of years. He was named 
advertising manager in September, 
1931, when Mr. Smith was advanced 
to the position of eastern general 
sales manager. 

Mr. Kahne came to Libby from the 
Boston Store, Chicago department 
store, where he had been assistant 
advertising manager. He had pre- 
viously been in the advertising de- 
partments of Butler Bros. and of 
Cellucotton Products Company, pre- 
decessor of the present Kotex Com- 
pany. 

He is survived by his widow, 
Geraldine C., to whom he was mar- 
ried on the day he was named ad- 
vertising manager of Libby, McNeill 
& Libby, and by two step-children, 
his parents, three sisters and a 
brother. 

No decision as to Mr. Kahne’s suc: 
cessor has been made as yet. 
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FEBRUARY NEWSPAPER LINEAGE IN 30 CITIES 


LOCAL LINEAGE IS 


ing experience—10 yrs. national ad- 
vertising agency—familiar 


City National Local Classified Total e7e produc- 
1933 1,630,976 4,106,818 1,132,111 7,430,622 a Ss Ss 1 | } tion, media departments; capable cor- 
New York .-++++++- Peed 2,177,019 5,309,018 1,461,975 9,708,786 respondent, stenographer, desires Chi- 
—s = — 9 mes : . . 
are a te aries aT aee sete dt FEBRUARY cago connection requiring initiative, 
; ,547,% ; 3,155, 2 28 , 
Chicago ......-+++- 1932 886,373 2,310,545 577,255 4,123,390 A d ve rt r S ! n dependability and real business abil- 
oe at Diff —208,344 763,189 +135,653 —968,243 ity. Box 286, ADVERTISING AGE, Chi- 
ema: 1933 667,714 2,128,698 752,989 3,698,882 cago. 
Philadelphia ...... sees 829,375 2,559,235 909,214 4,515,891 egg March ~~? line- ne ies de ne 
—161,661 —430,537 —156,225  —s17,009|age of newspapers in 30 leading e rate for epartment is 40} youNG, AMBITIOUS 
= : salesman 
f 1933 463,723 848,908 353,374 1,718,928 | American cities in February, 1933,|cemts a line (not agate line); mint-| with experience mn ehuerticink dm 
Detroit ...cscccces 1932 619,906 1,685,488 508,746 2,891,168 | dropped to 72.4 r cent of the line-| mum, $2. & 
fi Diff —156,183 —836,580 —155,372 _—1,172,240 | ao6 carried { A 1932, th partment of nationally known radio 
* — 933 a7 713 55.551 1767 TTR TT g n February, , the mfr. and as space salesman for select 
Cleveland ......... 1932 637,872 1,307,517 395,231 2,340,620 — P merpsesoe of New York FOR SALE metropolitan magazines. Have 
oan pee a fie: Ivenin 7 
‘ Diff 220,153 354,286 120,524 694,963 on A ost reveals BEER! BEER! BEER! | | Planned campaigns, written copy and 
1933 435,985 1,162,315 415,385 2,013,685 8 lineage classification held up| , - os supervised all phases of production 
St. Louis ....+++0+. 1932 703,750 1,652,520 432,660 2,788,930 | best in Baltimore during the month, ceurate list just compiled 2100 i. Ame 8 
Diff —267,765 —490,205 —17,275 _ —175,245 |according to the tab brewers and bottlers. $12. Inter-| Work. Age 24, single, can go any- 
a ae we e tabulation, with where. Looking for job that i 
1933 672,185 1,208,024 434,732 2,482,837 | papers in that city carrying 83.7 per locking List Co., 310 Lakeside Ave- . g at requires 
WeROOR 66 o0edank ees 1932 810,576 1,844,048 510,592 3,418,890 B ov.f per! nue, Cl a young man. Box 306, ADVERTISING 
Dift —138'391 "636.024 —75 860 "936.053 | Cent of their February, 1932, lineage. » Cleveland, Olle, AGE, Chicago 
a 1933 981,351 1,261,297 922,124 164,773 | Philadelphia was in second place ; ’ 
Baltimore .......-. 1932 690,298 1,507,850 567,725 2,765,873 | With 83.2 per cent of the 1932 line- OFFICE SPACE TO RENT 
Diff —208,947 — 246,553 —145,601 —601,101 | age, with Washington, D. C. in third) FOR RENT—Surplus lake-front HELP WANTED 
1933 616,882 1,386,714 656,194 2,659,790 | position with 81.6 per cent, and - 
Los Angeles ...... 1932 847,154 1,966,398 928,578 3,742,130 tm in fourth fa am O8 Peet office space of a leading publication) ADVERTISING SALESMAN 
Dift —230,272 —579,684 —272,384 —1,082,340 ame -t per) at very reasonable rate. Location |—Needed in Chicago by leading in- 
1933 339,419 772,160 226,236 1,446,470 ° unsurpassed. References required. |ternationally known firm established 
Datile ic icvceseeces 1932 438,744 1,111,751 286,821 1'965,.584| Of the 114 papers listed, 106] Box 296, Apvertisine AcE, Chicago. | 1889. Only written applications stat- 
Dift —99,325 —339,591 —60,585 —519,114 | Showed a loss in total lineage for the ing age, education, experience, earn- 
1933 505,019 955,104 519,252 1,979,375 |month, as compared with the same e ro on} h Prec . a 
San Francisco . — peg ac ety ot hay tt erty: - month of the preceding year, while ee ea pl a ie oo prs on 
7 i333 SEL587 375-450 eas TT only three showed a gain. GO-GETTER CONTACT MAN, ex- space or service will be considered 
Pee ee 1932 483,028 97 4.540 255, 481 1713-049 These were Philadelphia Record,|perienced associate executive adver-| jan selected will receive thorough 
Diff | —121,671 —299,090 —70,002  —490,763 | Baltimore Post, and Indianapolis |tising service; widely travelled, par-| training and close cooperation. Com- 
1933 489,214 1,672,540 634,529 2,796,283 | Times. ticularly valuable to advertiser or| missions paid weekly. Line includes 
Washington ....... 1932 713,253 2,048,750 712,481 3,474,484 ———— agency desiring Western business. | aqvertising media adaptable to prac 
Diff —224,039 —376,210 —77,952 —678,201 | William B Ohi Travel, locate anywhere. Box 304, 
1933 359,800 1,029,532 277,088 1,666,420 " ee Z ADVERTISING AGE, New York Cit a ony ees ae 
Cincinnati ........ 1932 480,102 1,285,648 388,892 2,154,642 Is Ayer Director youNG WOM = y- surpass 1932. Thos. D. Murphy Co., 
a ee aoa =e a William 0. Okie, of the New York AN—12 yrs. advertis-| 201 N. Wells, Chicago. 
New Orleans ...... 1932 485,993 1,485,568 472,015 2)462,241 pene Fall ny a pel Pen 
Diff —156,804 —375,353 +51,591 —477,847 eet- 
1933 336,082 813,446 235,870 1,402,491 |2& in Philadelphia. Mr. Okie has Does Your Product Have Special Appeal 
Minneapolis ....... 1932 479,424 1,133,946 302,864 1,967,118 5 ahiemmeae dies preg 1920 and For Certain Nationalities, Classes 
Diff —143,342 —320,500 —66,994 —564,627 z " - 
1933 326,773 575,525 317,343 1,311,589 |, Re-elected directors include Wil- or Age Groups? 
IN i tue 1932 475,469 770,938 430,286 1,854,469 |fred W. Fry, William M. Armistead,| |, , ‘ : 
Diff —148,696 —195,413 —112,943 —542,880 | George H. Thornley, Adam Kessler, If so, you'll find it profitable to use Big 4 Service in the Chicago Market. Years 
1933 394,101 870,549 332,607 1,597,257 df. Clarence L. Jordan, Harry A. of experience in planning and carrying out Sampling and Advertising distribution 
Indianapolis ......- 1932 490,494 1,100,709 392,805 1,984,008 | Batten and Gerold M. Lauck. campaigns for nationally known manufacturers enable us to give you assistance 
Diff —96.393 — 230.160 —60,198 — 386,751 ‘camicmmmaeailis hardly available through any other organization. 
1933 181,043 519,895 208,588 1,016,746 Place Cruise Co We can give you valuable information about the potential market for 
DOWVOP .osescvcens sees $47,568 $60,204 000,880 1.088,378 Hubbell Advertising — pe in each or all of 936 Chicago tracts. Ask for our survey, "The Market, 
Di —66,5 —_— 4 omar , 51 4 , 3 , ve- icago.” 
1933 264,993 742,444 223,556 1,230,993 a mois Snes of 
Providence .......-. 1932 360,203 1,055,037 286,885 1,702,125 ans ‘om- 
Diff —95,210 —312,593 —63,329 —471,132 pany, operating boat lines to Buffalo. ADVE RTISI NG CARRIERS 
1933 321,301 881,743 245,031 1,448,075 | Newspapers, radio, and magazines : th 
Columbus ......... 1932 386,723 1,220,220 307,659 1'914,602 | will be used. 20 EAST 8*' ST. CHICAGO 
Diff —65,422 —338,477 —62,628 —466,527 
1933 294,980 771,299 193,747 1,260,421 
Louisville ........- 1932 406,218 1;162,240- 258,085 1,827,392 
Diff =i Tee —390,941 —64,288 —566,971 ae ‘ 
~ 1933 381,659 752,139 158,907 1,292,705 Lew is Pye ase tay of a 
he a eee 1932 498,064 1,136,590 215,936 1,850,590 i es of a ae show 
Diff —116,405 —384,451 —57,029 —557,885 ow pres uce the 
1933 239,436 481,863 288,329 1,009,628 ee an ba 
re Yee 1932 315,011 768,460 412,458 1,495,929 which have made Jahn 
Diff —15,575 —286,597 —124,129 —486,301 + ag Engraving Co. 
1933 165,260 556,176 169,661 965,505 the largest are. 
a icici heoers 1932 221,851 774,959 220,481 1,284,250 engraving plant in 
Diff —56,591 —218,783 —50,820 —318,745 icago. 
~ 1933 249,382 545,636 90,916 885,934 
Birmingham .....- 1932 354,606 897,456 142,114 1,394,176 
Diff —105,224 —351,820 —51,198 —508,242 
— eee 205,125 547,445 191,067 1,029,548 
Richmond ......--- 1932 214,029 712,634 244,625 1,280,574 
Diff —8,904 —165,189 —53,558 —251,026 
«1988 250,110 850,248 209,482 1,309,840 
ASCE «kes dkckons 1932 366,520 1,292,830 288,176 1,947,526 
Dift —116,410 —442,582 —78,694 —637,686 
“a 1933 256,066 688,744 288,344 1,233,154 
er 1932 373,296 973,098 448,574 1,794,968 
Diff —117,230 —284,354 —160,230 —561,814 
_ 1933 262,849 388,324 153,419 804,592 
Des Moines ........ 1932 412,191 530,764 189,896 1,132,851 
Diff —149,342 —142,440 —36,477 —328,259 
1933 12,577,122 30,503,838 10,827,581 55,804,026 
et eS 1932 17,265,555 42,540,252 13,552,771 75,729,653 
Dif€ —4,687,833 —11,736,414 —2,725,190 —19,865,627 


—New York Evening Post. 


Publicity Committee 
for A. F. A. Meeting 


C. C. Younggreen, of Reincke-Ellis- 
Younggreen & Finn, Chicago, recently 
appointed chairman of the publicity 
committee for the 1933 convention of 
Advertising Federation of America, 
will be assisted by the following: 

G. D. Crain, Jr., ADVERTISING AGE; 
Kerwin H. Fulton, Outdoor Advertis- 
ing, Inc., New York; F. C. Kendall, 
Advertising & Selling; Karl Knipe, 
Columbia Broadcasting System; Col. 
Frank Knox, Chicago Daily News; 
Allen G. Miller, A. G. Miller Com- 
pany, Grand Rapids; George F. Mc- 
Clelland, National Broadcasting Com- 
pany; 

A. J. McCosker, Bamberger Broad- 
casting Service, New York; Ramsey 
Oppenshim, Western Advertising; 
William H. Seely, Osborne Company, 
Newark; H. Wesley Webb, American 
Telephone & Telegraph Company, 
Chicago; John H. Wright, Postage 
and The Mailbag; H. C. Macdonald, 
Walker & Co., Detroit. 


Get Dutch Account 


The Rotterdam office of Erwin, 
Wasey & Co. has been appointed by 
the Netherlands Gas Accumulator 
Company, Aga kitchen stoves. 


Byrne Represents 
Outdoor Plants 


After six years as first assistant 
in the outdoor department of Camp- 
bell-Ewald Company, Detroit, E. J. 
Byrne has become special Western 
sales representative for the Packer 
and Central group of outdoor adver- 
tising plants. 

Mr. Byrne will make his headquar- 
ters in Chicago. 


Merchandise Mart 
Issues Newspaper 


In anticipation of the spring mar- 
ket, April 3-5, the Merchandise Mart, 
Chicago, issued “Merchandise Mart 
Tribune,” for distribution to whole- 
salers throughout the country. 

Lawrence H. Selz was in charge of 
the paper, which borrowed the typo- 
graphical style of the Chicago Trib- 
une, 


“Artisan” Raises Rates 


Following consolidation of the. cir- 
culation of Furnaces and Sheet Metals 
and Warm Air Heating with that of 
American Artisan, advertising rates 
of the latter publication have been 
raised. The one-time page rate is now 
$135, and the 12-time rate is $100. 


WE recognize photography to be an 
art that wields a can He Nats 
in advertising, and we have developed 
our commercial studio to offer you all of 
the variants of which the camera lens is 
capable. Whether you wish the conven- 
tional or the most modern treatment in 
your pictures you will find us responsive 


to the motif of your layouts. 


Posing, lighting, accentuation, backgrounds and all subtle factors that 
inject crisp brilliance or delicate diffusion into illustrations are Fundamentals 
to our skilled operators. 


Our service is complete. It includes studio still life, exteriors, field work 
wherever you are located, and color separation dry plates for direct- 
from-the-object process reproduction. 


Because of inter-department cooperation you can also depend upon 
ahn & Olllier prints to make most excellent copy for halftone reproductions. 
here is nothing more for you to expect of your commercial photographs. 


JAHN & OLLIER ENGRAVING CO. 


ADVERTISING ILLUSTRATIONS—PHOTOGRAPHS 
FINE PRINTING PLATES FOR BLACK OR COLORS 


TELEPHONE MONROE 7080 


817 W. WASHINGTON BOULEVARD « CHICAGO 
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DRAMATIZES POTENTIAL MARKET FOR AUTO RADIO 


er 3! 


PHOTOGRAPHIC + 
REVIEW OF THE 
WEEK. 


HELPS TO MAKE SHOE CATALOG OUTSTANDING 


Zenith Radio Corporation, wy of which Parker H. Ericksen is advertising manager, is using this 
unusual photograph by Rosenow Company in current advertising in radio papers to demonstrate the 
huge potential market for its auto radios. 


JOINS FIGHT ON DEPRESSION 


Get behind the President! 


One of the unusually effective unretouched photographs which aid in 

giving an air of distinction to the current catalog of Walter Booth 

Shoe Company, Milwaukee, maker of Crosby Square shoes. The 

photograph is by Vern Kraft, Milwaukee. Harold O. Leiser is the 
Walter Booth advertising manager. 


E. H. Little, new vice-president of a eee | 
Colgate-Palmolive-Peet Company. 


(Story on Page |) 


° upon the public the necessity for supporting President Roosevelt's : 
reconstruction program. Brooke, Smith, & French, Inc., is the Gra- 


IS THE FAMOUS OLD BAR OF THE PAST TO BE OUTMODED? ham-Paige agency. 


TRANSFORMING THE PACKAGE FOR NEW MARKET 


At the right is the new package designed for Roy C. Sutton Mfg. 

Company, St. Louis, by Anfenger Advertising Agency, to aid in de- 

veloping a household market for this commercial cleaner. Chlorine 

has been commercially stabilized for the first time in powder form 

in the product, it is claimed. Test advertising on the new product 

Huge mirrors and brass rails will be conspicuous by their absence hereafter, if this Moderne Service will be begun in the St. Louis market March 31, preceding a wide- 
Fixture developed by Brunswick-Balke-Collender Company, Chicago, is a criterion. spread drive for household sales. 
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